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Rough Proofs 


The CAB has been advised by 
a committee of experts to drop its 
rating service. What, and eliminate 
that battle royal advertisers and 
agency men have been watching 
with such fascination? 

7, FF = 

Edgar Warren, director of the 
conciliation service of the Depart- 
ment of Labor, says airing of com- 
pany-union arguments in paid ads 
hinders settlement of disputes. Be- 
sides increasing the blood pressure 
of the disputants. 

¥ ¥ F 

“Foreign pulp producers,” re- 
ports the S. D. Warren Company, 
“state they will not ship while 
present ceiling prices apply.” 

And of course the OPA would 
rather have the ceilings than the 
pulp. 

vv¥seiy? 


Designers of the Rhea Mfg.| “ 


Company’s line of junior misses’ 
sportswear range in age from 19 
to 21, AA reports. 

Couldn’t a greybeard of 25 even 
try out for the team? 

a ae 

The Star says that contrary to 
expert predictions, the population 
of Washington is greater today 
than even during the war. 

Can’t Senator Harry Byrd pry 
any of those bureaucrats off the 
payroll? 

vvy 

A Holiday ad depicts an appreci- 
ative fellow gazing at a bathing 
beauty in a store window and say- 
ing, “That’s for me—I want it.” 

But he has to get the okay of the’ 
little woman right beside him. | 

> * F 

Impulse buying, L. B. Steele | 
says, accounts for 38% of the pur- 
chases made in supermarkets. And 
that’s why husbands hate to turn 
their susceptible wives loose in 
those places with the weekly pay 
check. 


vvy 
You may not agree, but Rough 
Proofs believes the editorial scoop 
of the year is the Senator Claghorn 
article in the April issue of Ameri- 
can Legion Magazine. 
vveey 
“Without comics or other extra- 
neous devices” the New York 
Times has grown solidly, the ad 
says. 
Little Orphan Annie would hate 
to be called extraneous. 
y FF 
The railroads, according to the 
Opinion Research Corporation, 
have public sympathy but not pub- 
lic support. But don’t forget the 
poet says that sympathy is akin to 
love, and you can’t have love with- 
out providing the proper support. 
. VV YV } 
Conde Nast will no longer print 
the Street & Smith publications, 
Charm and Mademoiselle. Prob- 
ably figured they would have 
enough glamour around the plant 
without ’em. 
v v v 
H. D. Pearman wants to know | 
what “full position” is, by defini-| 
tion. Why, it’s the best spot the) 
space buyer can wangle out of the | 
publication without paying a pre-| 
mium. 
vvy | 
Ball players returning hastily | 
from the Mexican League admit | 
they may have been misled by | 
those romantic ditties about the) 
beautiful scenery south of the Rio 
Grande. 


Copy Cus. | 


4-Point Program 
for Newspapers 
Adopted by NAEA 


Standardization and 
Improvement Sought | 
by Ad Executives 


(Picture on Page 79) | 
Milwaukee, April 11.—Moving | 
boldly to develop a program which 
will eliminate newspaper weak- 
nesses and consolidate their 
strength in the coming battle for 
advertising dollars, the board of 
directors of the Newspaper Adver- 
tising Executives Association has 
adopted a four-point program as 
the spearhead of a campaign to 
raise the standards of newspaper 
advertising and unify the rules 
and practices surrounding its use.” 
The gist of the program, adopted 
at the board’s meeting in Ashe- 
ville earlier this month, was re- 
leased today by Robert K. Drew 
of the Milwaukee Journal, NAEA 
president. It calls for immediate 
development of a dozen or more 
projects, many of which are sched- 
uled for completion before the or- 
ganization’s meeting in New York | 
in June, and others of which will 
presumably take years to accom- 
plish. The four major planks in 
the program are: 


Four-Phase Program 


1. Improvement in adv ertising| 
techniques. 

2. Development of new basic| 
approaches to the matter of re- 
search into the effectiveness of 
advertising. 

3. Standardization of news-| 
paper procedures. 

4. Collection of proven, suc- 
cessful advertising campaigns and 
policies. 

These four major projects, along 
with a variety of others, will all 
be put into operation in an effort | 
to teach more people the most’ 
effective methods of using news-_| 
papers as advertising media and 
of raising the level of newspaper | 
advertising and its effectiveness in 
both the national and local fields. | 


Will Study Ads 


In connection with the improve- | 
ment of advertising techniques, the | 
association will study every step) 
in the creation, sale and printing) 
of an ad, and will ask members | 
to pass two pertinent resolutions | 
in June: One calling for a careful 

(Continued on Page 77) 
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Belding Urges ‘Tithing’ 
of Ads to Save Economy 


New Agency Plans 
Split Commissions 
on Big Accounts 


(Picture on Page 79) 

New York, April 11.—Ridgway, 
Ferry & Yocum, advertising 
agency, is starting operations at 
595 Madison Ave., here, with three 
accounts—Bacardi Imports, Fuller 
House, Inc., and Riggio Tobacco 
Corporation—and on a “five-point 
platform,” among which is its plan 
of dividing 50-50 with clients “the 
agency net profit on all billing in 
excess of $500,000’ on each ac- 
count. 

The agency proposes to “cost ac- 
count its services. There will be 
a minimum fee, and a maximum 
profit level.” Up to $500,000 bill- 
ing on an account “the standard 
agency discount will apply.” 


ao ae eee 


CURTAIN RAISER—Fomous Barr Co., 
St. Louis, used this full page newspaper 
ad to introduce a $3.98 item, the 
Can-O-Mat, which is called "the most 
beautiful can opener ever made." 


Commerce's Big 
‘Postwar’ Budget 
Gets Economy Ax 


House Group Trims 
$31,000,000 from 
1946-47 Request 


Washington, April 10.—Elabor- 


A Reserve Pool 


However, the client’s share of 
commissions beyond the $500,000 
billing level “will be retained by 
the agency as a reserve pool for 
extra services to be applied to the 
ate plans for a program of direct | account in question,” such as “mer- 

aid to business by the Department |chandising, research, promotion, 
of Commerce were torn apart by|etc. No part of this credit may be 


|the House appropriations commit-|used for commissionable space, } 
tee today, but Census Bureau pro-/jtalent, etc., nor revert to the cli- 
posals for a Census of Business | ent.” 


and Census of Manufactures to be 
taken in 1947 came through intact. 
Ripping nearly $31,000,000 from 


Thus, although the commissions 
are not technically “split,” the ad- 
vertiser is saved the cost of extra 
services performed by the agency 
700,000 “postwar” budget, the com-| and often paid for on a special fee 
mittee cut deeply into the projects | basis. 
of every part of the Department “The agency reserves the option 
of Commerce except the Patent,/of revising minimum and maxi- 
Office which had full blessings dor | acu figures,’ the announcement 

(Cotinued on Page 76) | 


Last Minute News Flashes 


‘Swift Tests Canned Meats for Babies, Juniors 

Chicago, April 12.—Swift & Co. has launched a newspaper test, 
including full-page insertions, in a few midwestern markets, for 
Swift’s Meats for Babies and Juniors, through Needham, Louis & 
Brorby. The new products—six kinds of meat—have the American 
Medical Association’s seal of approval. Copy says: “For the first 
time, meat with its complete, high-quality proteins, plus vitamins 
and minerals—Specially Prepared in strained form for babies, diced 
form for juniors.” Coupons offer a free booklet, “Meat in Your 
Baby’s Diet.” 


Sikorsky Helicopter Advertised as Available 

New York, April 12.—Sikorsky Aircraft, division of United Aircraft | 
is running its first national promotion 
announcing that “a commercial model of the S-51 helicopter is now 


(Cotinued on Page 76) 


S . | available.” Page ads are scheduled for Newsweek and Time, and pre- 
by mail... See Arizona 


sent promotion for the Sikorsky division continues in aviation busi- 
ness papers. Agency is Platt-Forbes, Inc., New York. 


Radco Appointed for Cosmetic Account 
| New York, April 12.—Para-Ti Corporation, New York, has ap-)| 


| pointed Radco, Inc., New York, to handle advertising for Tuya per- 
fume, toilet water and cosmetics. This is the first account announced | 


_ 12| by the agency, recently formed by Arthur W. Ramsdell and Wesley | established by S. C. Gale, 
. 64| J. Combs (AA, March 25). Para-Ti plans its most extensive national | president and director of adver- 
. 59| campaign in June, using four-color pages in 15 magazines, and a news-| tising: 


paper schedule in 18 cities. 
| duced later this year. 


Daly Directs Peck’s Hollywood Office 
New York, April 12.—Peck Advertising Agency has appointed 
Arthur J. Daly manager of its new Hollywood office. Previously Mr. | 
Daly was with N. W. Ayer & Son, H. W. Kastor & Sons, and NBC. 
(Additional News Flashes on Page 74) 


A men’s line of cosmetics will be intro- 


iship of 


Industry Must ‘Dig 
Now or Die Later,’ 
Four A's Is Told 


New York, April 11.—The “lead- 
ing businesses of America . . 
will have to ‘tithe’ at least 10% of 
their advertising appropriations to 
save the system and their business 
and themselves,’’ Don Belding, Los 
Angeles, chairman of the board of 
Foote, Cone & Belding, warned the 
annual meeting of the American 
Association of Advertising Agen- 
cies here today. 

He quoted the report of Victor 
G. Reuther, chairman of the CIO 


|committee on postwar policy: “If 


industrially employed workers are 
to have the income essential to 
full employment, private owner- 
monopolistic industries 
must be replaced by forms of so- 
cial ownership.” 

“Don’t let the word monopolistic 
fool you,” Mr. Belding said. “By 
monopoly Mr. Reuther means 
every business which successfully 
earns a profit on its capital invest- 
ment.” 


Quotes from Reuther 


He continued to quote from Mr. 
Reuther: “, . . the time is now 
ripe for labor to divorce itself 
from the two old parties and re- 
solve to build the base of an in- 
dependent, indigenous, new na- 


General Mills 
Speeds Marketing 
of Appliances 


Minneapolis, April 1.—To speed 
distribution, General Mills’ home 
appliance department will con- 
centrate on production of its auto- 


matic iron and _ PressureQuick 
saucepan before adding other 
items, a “progress report” to the 
appliance trade revealed _ this 
week. 


Distribution, through wholesale 
channels, will go forward market 
by market as rapidly as appliances 
are available. 

In full page ads in appliance 
merchandising papers, Genera] 
Mills implied that the new lines 
would receive aggressive adver- 
tising support when national dis- 


|tribution is achieved. 

Copy said: “A policy of aggres- 
sive continuing support for good 
‘products has already made Gen- 
| eral Mills America’s sixth largest 
| national advertiser. The same 
peoiy policy, plus years of suc- 
cessful advertising, merchandising 
| and selling experience will sup- 
port Gen eral Mills Home Appli- 
ances.’ 

The advertisements repeated the 
fundamental advertising policy 
vice- 


| “J. That General Mills adver- 
| tising shall be factual, informative 
|and educational. 
| “2. It shall render the maxi- 
| mum of helpful service. 
“3. It shall attempt to expand 

|markets rather than merely to 

| take business from competitors.” 
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tional political party. The party | 
must propose a pattern of social | 
ownership. . . And the forms of | 
social ownership it does propose to 
institute must, in the fashion of | 
the cooperatives and the TVA, be} 
absolutely democratic in char-| 
acter.” | 

Mr. Belding told the Four A’s: | 
“Don’t be fooled by the word dem- 
ocratic . . ‘Democracy has re-| 
placed the word ‘communism’ in | 
most left wing propaganda on| 
order from abroad, as has the word 
‘fascist?’ now been applied to all 
those who disagree with a free- 
domless state.” 

He emphasized that ‘‘the forces 
against us are too strong to ignore,” 
and that “two things certainly 
must be done” about them: 

“First we must admit that busi- 
ness has some well considered 
house cleaning to do. Business 
men to win this fight must be right 
within their own minds and organ- 
izations. 

“That means that the 5% of 
business men who have the wrong 


attitude toward human rights, to- 


ward the dignity of man and to- 
ward progress must set their sights 
realistically to changed conditions 
or else they are apt to pull the 
whole business structure down 
with them.” 

“Then business should ‘tell the 
facts about business and its value 
to the American people.’ ” Present 
efforts toward this end, Mr. Beld- 
ing said, are “as decentralized as 
the opposition is centralized.’’ Such 
organizations as the Brand Names 
Research Foundation, United 
States Chamber of Commerce, Na- 
tional Association of Manufactur- 
ers, Advertising Federation of 
America, and the Better Business 
Bureaus “are all doing work of 
this type, but to unite them into 
one organization would in my 
opinion be an utter impossibility.” 
Also, “they are not doing enough 
even collectively on public opinion 
to be sure that this battle can be 
won,” 


Cites Examples 


He praised the “splendid and 
amazing job” of the Advertising 


Council, but he did not believe 
that “this effort is ample to pro- 
tect business.” 

As an example of a _ business 
successfully “tithing its appropria- 
tions,” he cited the campaign of 
Union Oil Company of California, 
through Foote, Cone & Belding. 
Since his experience with the War 
Production Board, Mr. Belding 
said, Reese H. Taylor, president 
of Union Oil, “has been seriously 
concerned about the future of 
business. . . Rather than wait for 
associations or committees to agree 
on a program,” this company 
started, in 1943, to “go ahead and 
make a contribution.” 

Full page ads were run in news- 
papers throughout its territory and 
in some national magazines, at 
monthly intervals for three years. 
Some of the headlines have been 
“Tt cost $35,000 to get this man a 
job;” “Can you name the cheapest 
thing you’ll buy this week?”; “A 
question nobody can answer” 
(“How many men does it take to 
make a quart of oil?’’); “Meet 10 
capitalists,” showing 10 of the 31,- 


“I think we can afford something a little larger, 
now that I’ve got the IOWA territory” 


Iowa always has been one of the nation’s top 20 


markets, but right now many factors are com- 
bining to make it the nation’s top market: free- 
dom from reconversion problems, record-break- 
ing prosperity, stability and low sales and adver- 
tising costs. For, thanks to the state-wide cover- 
age of The Des Moines Sunday Register, you 
can present your product story to better than 70% 


of all the urban consumers in the state and mer- 


chandise it to better than 70% of all the retailers 
and wholesalers in the state at a milline cost of 


only $1.72. 


THE DES MOINES 
REGISTER ann [RIBUNE 


Covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 


lIsucceed- 


652 people who own the company. 
Each insertion carries the line: 
“America’s Fifth Freedom Is Free 
Enterprise.” 


Individual Effort Needed 


Mr. Taylor “had the guts to start 
the program and stand by it,’ Mr. 
Belding said. “He was sure at all 
times that he was right in his nar- 
ration and conclusions. . . He stuck 
to the point, used space large 
enough to get the campaign over, 
and he kept at it long enough to 
make a deep impression.” 


“Each company should do its 


campaign in its own way, through | 


its own agency, using facts which 
cannot be challenged,” he declared. 
“A copy of every ad run by every 
company should be sent direct to 
every Senator and Congressman 
and the head of every important 
department in Washington.” Sup- 
port of orgaizations engaged in 
this work should be continued. 
“To activate the plan the Four 
A’s, with the Association of Na- 
tional Advertisers, should take the 
leadership in seeing to it that the 
need for the program and the pro- 
gram itself is brought to the atten- 
tion of every advertiser in Amer- 
ica.” 


LARMON OF Y&R NAMED 
CHAIRMAN OF FOUR A’S 
New York, April 11.—Sigurd S. 
Larmon, president of Young & 
Rubicam, New York, was elected 
chairman of the board of the 
American Association of Adver- 
tising Agencies 
here this week, 


ing Richard 
Compton of 
Compton Ad- 
vertising, Inc. 

J. €. Corne- 
lius, Minneapo- 
lis, executive 
vice - president 
of Batten, Bar- 
ton, Durstine & 
Osborn, be- 
comes _vice- 
chairman, and James H. S. Ellis, 
president of Kudner Agency, New 
York, secretary-treasurer. 

Newly elected directors are 
James R. Adams, MacManus, John 
& Adams, Detroit; Theodore L. 
Bates, Ted Bates, Inc., New York; 
Robert M. Ganger, Geyer, Cornell 
& Newell, New York; Elmer S. 
Horton, Horton-Noyes Company, 
Providence; Lee E. Hood, Richard 
A. Foley Advertising Agency, Phil- 
adelphia; Arthur R. Mogge, Ar- 


Sigurd Larmon 


Advertising Age, April 15, 1946 


thur R. Mogge, Inc., Chicago. H. E. 
Cassidy, the McCarty Company, 
Los Angeles, was reelected. Six 
directors continue in office. 

A. W. Lehman, managing di- 
rector of the Advertising Research 
Foundation, pointed out that the 
foundation’s income rose from 
$34,000 in 1943 to $165,000 in 
1945, “with an attendant increase 
in the amount of work required.” 

Agency members of administra- 
tive committees reported on various 
ARF continuing projects. H. H. 


James Ellis 


Jack Cornelius 


Kynett, Aitkin-Kynett Company, 
Philadelphia, said that the 100th 
newspaper would be examined in 
May in the Continuing Study of 
Newspaper Reading. More Sun- 


_|day newspapers probably will be 


covered this year. Otis A. Ken- 
yon of Kenyon & Eckhardt said 
that Study No. 7 of car cards is 
now under way in Chicago. E. F. 
Wilson of McCann-Erickson re- 
ported that a pilot study in the 
Continuing Study of Weekly 
Newspapers began this week in 
Carthage, IIl. 

Howard D. Williams of Erwin, 
Wasey & Co. said that informa- 
tion in the first pilot study of 
farm papers, covering the Farmer, 
St. Paul, has “proved most use- 
ful.” A second pilot study will 
start soon. The committee for a 
continuing study of business 
papers, reported E. Scott Pattison 
of G. M. Basford Company, has 
approved objectives and is draft- 
ing specifications for a pilot test. 


Issues History of Cooking 


“The History of Cooking,” a 
new illustrated booklet published 
by the American Stove Company, 
Cleveland, manufacturer of Magic 
Chef gas ranges, tells the history 
of the gas range, evolution of the 
American kitchen and the record 
of gas as a fuel. The booklet, dis- 
tributed through gas company 
offices and individual Magic Chef 
dealers, is expected to prove valu- 
able to domestic science depart- 
ments of schools, colleges and 


cooking school demonstrators. 


news coverage 
in Chicago! 


The primary function of a newspaper is to keep peo- 
ple informed. With more news services than any 
other Chicago newspaper ... Associated Press, United 
Press, New York Herald Tribune, North American 
Newspaper Alliance, Chicago Sun News Service, fea- 
turing The Sun’s own Washington Bureau and foreign 
staff... The Chicago Sun keeps its readers fully and 
authoritatively informed on what's happening on the 


local, national, and international scenes. That's one 


reason why more and more people are turning to The Sun. 


THE CHICAGO SUN 
400 West Madison St., Chicago 6, Ill. © 250 Park Ave., New York 17, N. Y. 
National Representatives: THE BRANHAM COMPANY 


CHICAGO; 360 North Michigan Avenue» NEW YORK: 230 Park Avenue 
Atlanta + Charlotte » Dallas + Detroit « Kansas City. Los Angeles « Memphis « St. Lowis «San Francisco 
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17, N. Y. 


in Francisco 


Are you sentimental about a last, quiet good-night look 
into your youngster’s room before you retire? 


Then you can understand the chilling terror of an empty 
room and a ladder in a window; you can understand the 
dread in the hearts of hundreds of thousands of mothers 
and fathers out in the Midwest as long as they knew 
“Red”? Riordon and his kidnapping syndicate were on 
the loose. 


But there’s nothing but the clean night air outside the 
windows now; and once again they’re unlocked. 


*“Red’’ Riordon made one mistake. He had his 
picture taken. 


It appeared in The Line-Up in the Macfadden Men’s 
Group. It didn’t help him then that he’d dyed his red 
hair black. Too many millions of curious, remembering 


The Measure of a Magazine’s Worth Is Its 
Hold on Its Readers and Its Value to Society 


eyes had his measure. It was matter of time alone. 


Six months after his picture appeared a reader saw 
ringleader ““Red” Riordon sitting in a public park and 
Kidnappers, “‘Inc.”’ was liquidated. 


* * * * 


Publications that steadfastly and tirelessly rulfill a great 
social purpose have a unique place in the esteem of 
their readers. 


The power of that esteem is not confined alone to the 
editorial columns of the magazines of the Macfadden 
Men’s Group. Advertisers, too, enjoy the intense loyalty 
of this choice audience of men. The absorbing interest of 
this great man-audience in the victories of law and order 
offer a clear picture of their character, their social position, 
their importance as a market... and as a leader of markets. 


Tico of the eight MACFADDEN PUBLICATIONS 


TRUE DETECTIVE - MASTER DETECTIVE 
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Hirschmann Buys 
WABF and W2XMT 


from NY Stores 


New York, April 11.—Ira A. 
Hirschmann, pioneer in radio who 
helped develop WOR here, has| 
acquired ownership, subject to 
FCC approval, of WABF, FM sta-| 
tion, and W2XMT, experimental | 
television outlet, operated by 
Metropolitan Television, Inc. 


ham & Straus, New York and,schedule, and recently was as- 
Brooklyn department stores, have! signed a final allocation of 98.5 on 
owned Metropolitan Television, | the FM band. 
and Mr. Hirschmann was a Bloom-| Mr. Hirschmann says he plans to 
ingdale vice-president at the time | continue its programs “of good 
Metropolitan was formed four|music and_ public’ information 
years ago. Recently, he has de-|aimed at a higher level of audi- 
voted his time to the development | ence intelligence.” A studio sym- 
of Metropolitan as a vice-presi-| phony orchestra will be estab- 
dent, and will become president | lished, and tie-in programs with 
and managing director of the com- schools and the New Friends of 
pany if the FCC approves | Sees are planned. News programs 
transaction. are produced by the New York 
WABF has operated for four! Herald Tribune editorial and news 


Easy Advances Randall 


| Stan J. Randall has been ap- 
‘pointed general sales manager of 
|Easy Washing Machine Company, 
| Toronto. He has been connected 
| with the company’s sales activities 
for the past 18 years. 


May Joins Pacific Mig. 


Stephen C. May, formerly vice- 
president and general sales man- 
ager of Darling Valve & Mfg. Com- 
pany, has joined Pacific Mfg. Cor- 
poration, Cleveland, as vice-presi- 


Bloomingdale Bros. and Abra- years on a six and one-half day| staff. 


dent and general sales manager. 
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Complete basic market data BY COUNTIES 


for the entire U. S. A.— 3,072 counties 
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HOUSING CHARACTERIST Ics 


DWELLING UNTTS: 


Cte Lighting: 
waters 

with running 4 a 

wi q4nterior priv. ce 

with private bath ae . 

Needing major — ¢ 

Built since 1929: 


With ele 


Wages P age esrner: 


GIVES BASIC INFORMATION ON population, dwelling 
units, manufacturers, agricultural characteristics and trade 
statistics including wholesale, retail and service trades. Makes 
it easy to set sales quotas—evaluate sales territories accur- 
ately—plan advertising coverage. 

Eliminates much guess-work from sales efforts. Tells you 
where your prospects are by counties and how many of them 
there are. Gives you detailed information at a glance for a 
county, a state or the nation. No sales department, advertising 
agency, public relations company or advertising department 
should be without this valuable material. 


Compiled by the Market Research Department of Farm 
Journal, Inc., with the cooperation of the U. S. Department 
of Commerce and the Bureau of Foreign and Domestic Com- 
merce. Accurate. Latest data. 


AT YOUR FINGERTIPS such information as— 


number of homes having central heating—cooking with gas 
— electricity —wood—having radio—mech. refrigerator 


number of employed workers by occupational groups 
number of farms —value—size 
number of wholesale, retail, mfg. and service establishments 


number of dwelling units —number rented —owner occupied 
—126 basic facts on each county 


COST—To partially cover the cost of preparation and distri- 
bution, a nominal price has been established for this data. 
A portfolio containing the County Basic Data for any entire 
state is $1. A complete set covering all 48 states is $25. Prices 
include postage. 


MONEY BACK TRIAL OFFER—We will send you a port- 
folio containing the County Basic Data for any entire state for 
$1.00. Examine the material closely. If you don’t think you can 
use it, send it back within 10 days and we'll return your dollar. 


HOW TO ORDER — All orders should be addressed to 
Market Research Dept., Farm Journal, Ine., Washington 
Square, Philadelphia 5, Penna. 


-\. 4 8,414,00U 
aot tive through March, 1945) re 
(cumuls 


ARGEST RURAL MAGAZINE 


Advertising Age, April 15, 1946 


Dolan Heads FC&B 


Office in London 


New York, April 10.—Major 
Patrick Dolan has been appointed 
managing director of the London 
office of Foote, 
Cone & Belding, 
accordingto 
Harry A. Berk, 
vice - president 
in charge of the 
agency’s inter- 
national divi- 
sion. 

Mr. Dolan 
was. formerly 
advertising di- 
rector of Co- 
lumbia Record- 
ing Corporation. 
During the war, he was deputy 
commander and chief of operations 
in the psychological warfare di- 
vision of the 12th U. S. Army 
group. He served in England, 
France, Belgium, Luxembourg, 
Germany and Czechoslovakia. 

As leader of a special American 
intelligence mission in Czecho- 
slovakia, the Order of the White 
Lion was conferred upon him by 
the Czech government. Movie 
rights to his forthcoming book, 
“Operation Annie,” which will be 
published by Rhinehart & Co., 
have been purchased by Alfred 
Hitchcock. 


‘Pat’ Dolan 


Curtis Announces 
Rate Boosts for 


‘Post,’ ‘Journal’ 


Philadelphia, April 12. — The 
Saturday Evening Post will raise 
its advertising rates with the Oct. 
5 issue, and Ladies’ Home Journal 
rates will be increased with the 
July issue. 

The Post, which pushed its rates 
to $9,200 per full page with its 
April 6 issue, will charge $10,000 
for a full page. Four-color page 
rates will be advanced from $12,- 
800 to $14,300. The centerspread 
will be advanced from $25,600 to 
$28,600. The line rate will be ad- 
vanced from $14.75 to $16. 

The Ladies’ Home Journal rates 
will be increased to $11,400 per 
full page, $15,225 for a page in 
four colors, and its line rate will 
climb to $17.60. 

The new Post rates will be based 
on a circulation of 3.7 million 
compared to 3.35 million under 
the present rate card. The new 
Journal rate will be based on a 
circulation of 4.25 million. No in- 
creases are planned in Country 
Gentleman advertising rates this 
year, the company said. 


ANAN Sales Manager 
to Be Picked Soon 


American Newspaper Advertis- 
ing Network will name a sales 
manager at a meeting April 27, 
Harold Stretch, advertising direc- 
tor of the Philadelphia Inquirer, 
revealed last week. 

Mr. Stretch, a member of 
ANAN’s executive board, told the 
Philadelphia chapter of the Amer- 
ican Newspaper Representatives 
that the network will complete 
organization and start sales work 
this summer. Central, New Eng- 
land and Southeast groups are now 
being organized. 


By management 
men of the Central 
West as the source 
of daily business 
news in the na- 
tion’s greatest in- 
dustrial area. 
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AIRCRAFT ADVERTISING 


Skyways April issue carried more 
total advertising than any other 
consumer aviation magazine 


Skyways is the only aviation 
magazine to show an in- 
crease in total advertising for 
the first four months of 1946 


Its quality that counts 
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Goldsmith Resigns Lifti fC b 
as Grove Labs Head l ing 0 ur b) 
Harry B. Goldsmith, under 
whose supervision the sales of 


Grove Laboratories increased from 
$1,500,000 to $7,000,000 annually, 
has resigned as president and gen- 
eral manager. 

Mr. Goldsmith joined Grove as) 
vice-president and general man-| 
ager in 1932, and became presi- | 
dent three years later. He was in 
charge of sales for Hills Cold Tab- 


on Capital Goods 
Hits Bottlenecks 


Order Won't Affect 


Prices of Consumer 


lets, Freezone and other American | 

Home Products Corporation brands Goods, OPA Says 
before joining Grove. Since his 

resignation, Mr. Goldsmith has Washington, April 11.—Embat- 
vacationed in Florida, but asso-|tjeq OPA tried to put substance 
ciates insist that he is not re-| 


|into its promise to decontrol as 
rapidly as possible by suspending 
price ceilings this week on a long 
| list of producers’ goods, and hun- 
Cecil E. Beaupre, formerly part- | | dreds of consumer items for per- 

ner with H. O’Keefe Powers in| sonal, household and office use. 
Beaupre & Powers, Dallas reirroedl While the consumer items made 
lege Bete peerage ad the headlines, decision to relin- 
Beaupre & Powers agency will | @uish control of a big percentage 
|'of capital goods gave strong evi- 


continue operations, with Mr. | 
Powers as director and Jack Zum-/| dence that OPA is undergoing a/| 
'major shift in pricing philosophy | 


walt, art director. 


tiring from the business. 


Beaupre, Powers Split 


jas it strives for production of 
bottleneck items. 

The consumer goods list in- 
cluded several hundred miscel- 
laneous items like coat hangers, 
mops, perfume, brushes, domestic 
| jeweled watches and billfolds, but 
‘left intact the more critical con- 
/sumer durable regulations con- 
trolling appliances and _ other 
| shortage goods. 

Whole Categories Affected 


| In the industrial: field, however, 
'a big order released Tuesday 
wiped out ceilings in entire cate- 
/gories of goods like transportation 
equipment and turbines, and may 
have accounted for as much as $3 
billion of an estimated annual $7 
billion in capital goods production. 

Details of the capital goods 
withdrawal are still hazy, even to 
industry experts here, but with 
further withdrawals promised in 
coming weeks, representatives of 
oe roducers’ goods industries are 
| beginning to believe that they 
‘have “sold” the argument that 
'their products will be produced 
faster, and at no higher prices, if 


| OPA lets them alone. | 


During recent House hearings | 
on price control renewals, the Ma- | 
chinery and Allied Products In-| 
stitute scored heavily with a state- | 
ment contending that efforts to | 
cover, industrial equipment by a 
price control system designed for | 
consumer goods and rents is “an 
economic perversion.” 

Industrial people argue that, 
there is none of “the desperation | 
psychology” in their fields because 
industrial goods purchasers are 
business enterprises that are ‘“‘well 
informed and deliberate” and their 
decisions are dictated by “calcula- | 
tions based on engineering and) 
economic data.” | 

Buyers in Saddle | 

OPA itself, in announcing the) 
first big suspension order for pro-| 
ducers’ goods, took the position | 
that the cost of living will not be) 
affected. OPA apparently is in- | 
fluenced by the industry conten- 
tion that the buyer of machinery 
and equipment is in a strategic 
position, since his decision to pur- 
chase is optional and determined 


HIGHLIGHTS FROM THE APRIL ISSUE 


merican 


THE BUSINESS MAGAZINE WITH PUNCH AND POWER 


ON THE PHARMACY FRONT 
Must There Be Another Law? (Editorial) ae 69 
The Ex-Medical Officer... what will he prescribe ?...........cc0c0. 72 
Pharmacy Corps: Fact or Fiction. A full report on what it is, and 
how well it measures up to the law which created it..... 90 
Pharmacy's State Associations from 1867 to 1946. Dr. George 
Urdang reviews Associations in connection with American Drug- 
EBS PND OO a cscos sos csrcas ss seavarioprtanssrivtuntivrs toes 98 
y@ Prescription Room Design. Floor plans and cost estimates for four 
different types of prescription rooms. . 108 
ON THE BUSINESS FRONT 
° The Challenging Future of First Aid Products 74 
Meeting a Market . . . Better i Foot Health—A Potential Sales Giant........ 78 
than Half Way Market Report on Toys. Quality, availability and other informa- 
tion on toys, by the author of Sundry Comments..... . 86 
First Aid products and Foot Health i The Masculine Selling Approach to Men's Grooming Essentials. 88 
products are important to the retail A Promotion Program for your Baby Department 92 
drug store. Combined, the sales Designed for Self-Service. Complete report on cost, fixtures, and 
volume tops $80,000,000 a year, construction of a $60,000 self-service drug store in Utah... 94 
through all types of stores. Eight The Role of Color in Drug Store Design. Pittsburgh Plate Glass 
pages of the April issue review the Company joins with American Druggist in a five-page, full color 
h WRT ss orice aah beers etin Weak Nb oriceco tase idaprirkts 101 
— ea Fes a eae yo ey de gm P sc Can poy Roy Schwab of Los 
. : 4 . ngeles’' Brunswig Drug Company gives his views on the article 
concrete information to the druggist by Retailer Couchman in the January issue Sena 106 
on how he can boost his volume. An- Class room for Cosmeticians — Foundation, Rouge, and Face 
other example in the growing group | Rea eneeiiieapeny 118 
of solid, sales stimulating features The Frankenstein Practice of the Animal Health. Industry. Return 
appearing in every Issue. privilege on biologicals works hardship on manufacturer, retailer 
UI RN aoa ras calves ttieh sinsaa bade nn cca eavses satin ssstutinadeatvas atisiesaieals . 126 
How and Why Men Bu ON MANY FRONTS 
Y Y South African Pharmacy. A retailer of Johannesburg describes 
A man may spend the better part of I asi vucanssac snd anbdbanipieonancasononiovecie 70 
his time trying to please a woman, The Mobile Attack Against Disease. The story of mobile x- ray 
but when he shops, he wants to shop atlas ielikciskscitasiakssnisnhatalaidicemmaaennaantiabansdauatiiaielassasesiies 82 
in a world of his own. That’s why Milwaukee Museum Recreates an 1890 Pharmacy... ae =—84 
this issue gives complete information Walter Adams Cited for Fifty Years of Community Service.......... 124 
; | 
on the problem of setting up a suc- DEPARTMENTS 
cessful department for men’s groom- Sundry Comments ............... 6 Professional Pharmacy Forum 152 
ing essentials. It provides a simple Display Room .................. 8 Professional Products 158 
formula that will make druggists Now What from Washington 65 6. cab A. on Featein 164 | 
more alert to this growing market. Store Organizer . 134 : ‘ . 
American Druggist Corner... 142 Pharmacy Book Shelf.............. 166 
. , Show Globe 146 People and Events... 234 
Matching Color in Design 
With Colorful Editing hn 


Because the editors believe that a 
story should be told in the right way, 
and in full, this issue features a five 
page article on color in store design, 
in full color. This feature, prepared 
with the aid of the Paint Division of 
Pittsburgh Plate Glass Co., not only 
tells all, but shows all. Reprints are 
available on request. 


AMERICAN DRUGGIST, 572 


Better Stores Will Sell More and Better Merchandise 


In addition to the full color article on color dynamics, the April 
issue also features a four page complete report on a new, exciting 
self-service store, plus four more pages of prescription room designs. 
Better prescription rooms, enhancing the professional services of the 
store, combined with neat, clean, impressive merchandising walls and 
counters will guarantee the drug store’s future as the best place to 
sell quality, nationally advertised products. 


MADISON AVENUE, NEW YORK 22, N. Y. 
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2. USE MORE OF THE PLENTIFUL FOODS 
trate, vegetabion, ges, pewtiry and fh. 


7 
(Gee snd ro-ene yo fate tor coahing. Tare le aif med fete premptty. They are mended te mabe seupe and ether 
pretty fer en here amen 


SPONSORS WANTED—This ad, pre- 
pared by the American Fat Salvage 
Committee, New York, in cooperation 
with the President's fa.nine emergency 
committee, is offered to community 
advertisers for local sponsorship. 


largely on the basis of long-term 
cost savings. 


Permits Tool Price Rise 


During the week, one of the 
major orders outlining a cumber- 
some formula for _ calculating 
prices on “modified” industrial 
equipment was drastically changed 
to permit “in line’ pricing—that 
is, adoption without red tape of 
a price comparable to the price 
of competitors’ or similar prod- 
ucts. 

OPA also granted a 20% price 
increase for the machine tool in- 
dustry—those parts of it which 
were not decontrolled in the Mon- 
day action, recognizing the loss 
position that resulted from the 
dropping off of war orders. 


Will Lighten OPA Work 


In suspending ceilings on con- 
sumer items this week, OPA Chief 
Paul Porter explained that the 
suspension will permit the price 
agency to maintain more effective 
control of major items by lighten- 
ing its administrative burden. The 
capital goods action fell into six 
general headings—electrical; tur- 
bines; machine tools; processing 
machinery—many types of textile 
machinery and_ specially built 
web-fed newspaper and magazine 
printing presses; construction 
equipment; transportation equip- 
ment (virtually everything), and 
miscellaneous — casters, precision 
springs, dies, jigs, die forgings, 
etc. 

Pricing movements and diver- 
sion of manpower, materials and 
facilities will be watched, Mr. 
Porter said, and ceilings restored 
if inflationary prices or serious 
diversions occur. 


Ward Boosts Cash 


Cecil Cash, toy division manager 
of Montgomery Ward & Co., Chi- 
cago, since 1929, has been made 
responsible for management super- 
vision and merchandising of the 
musical instrument, and stationery 
and supply divisions in addition 
to his present work. 


Electrol Appoints Gale 


Electrol, Inc., Kingston, N. Y., 
manufacturer of aircraft hydraulic 


|systems used on various aircraft, 
|has appointed Charles H. Gale As- 
|sociates, New York, as its public 


relations counsel, 


**THERE’S PLENTY OF 
BUSINESS IN 


WEED & CO., National Representatives 
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Sure, Arizona is sizzling! It's the hottest spot in the 
U.S. A. today—sales-wise and otherwise. Sales are soar- 
ing like the temperature in mid-July. If you have any 
doubts, here are the figures as reported by the State 
Tax Commission: retail sales for 1945 shot up to an un- 
precedented $327,230,371. This is an increase, during 
the past ten years, of $208,766,029—or more than 276%. 


AMERICA'S 


yn 


WARE MZ 


5 hf BOB HALL, National Advertising Manager 
Rep 


resented by Williams, Lawrence & Cresmer Co. 


(hhh 


question that, in Arizona, folks have money to burn. If 
you want to set the world on fire with sales, brother, 
then get hot with Arizona! And the way to do that, of 


course, is to advertise in the newspapers that all Arizona 


reads--the Phoenix Republic and Gazette. 


Circulation now: 91,000 M&E, 99,000 S&E 
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Liquor Industry 
Groups to Effect 
Merger This Week 


Expect CABI-Allied 
Members to Unite 
on Public Relations 


New York, April 11.—Merger of 
the Conference of Alcoholic Bever- 
age Industries, Inc., and Allied 
Liquor Industries, Inc., into a 
single unified public relations or- 
ganization for the entire liquor in- 
dustry (AA, Feb. 4) was said by 
industry sources to be almost cer- 
tain of approval by Allied mem- 
bers at a meeting to be held Mon- 
day thus sealing—for the time be- 
ing at least—a schism that has di- 
vided the industry into two camps. 

Negotiations for the merger had 


been carried on for three years, 
and were finally brought closer to 
fruition by the approval of the 
CABI membership at a meeting on 
Tuesday of the proposal for the 
new organization as agreed upon 
by a negotiating committee. The 
plan had previously been approved 
by Allied’s board of directors at a 
meeting on March 26. After Al- 
lied’s membership approval, it is 
expected that immediate steps will 
be taken for the formation of the 
new organization. 

The formula which was finally 
agreed on is being kept confi- 
dential until after the Allied meet- 
ing, but it was learned that mat- 
ters of public relations, trade rela- 
tions, and advertising policy which 
had divided the two groups have 
been ironed out in general detail. 
Until the formation of the new or- 
ganization, both Allied and CABI 
will continue to function separ- 
ately. 


Committee Carries On 


The committee which had been 
carrying on the negotiations and 


|which is expected to continue to 
function as an interim board of di- 
rectors of the new organization 
was J. B. Deacon, vice-president, 
and Thomas Casey, public rela- 
tions director of Schenley Distil- 
lers Corporation on the Allied 
side; and Ellis D. Slater, president 
of Frankfort Distillers Corporation 
representing CABI. In addition, 
Carleton Healy, vice-president of 
Hiram Walker & Sons; Thomas 
McCarthy, president of Austin 
Nichols & Co.; and Munson G. 
Shaw, president of Munson G. 
Shaw & Co., are expected to be 
named to the interim committee. 
Incorporation of the new organ- 
ization, the disposal of the funds 
of both old organizations, the ap- 
pointment of a director of the new 
organization, and agreement on 
specific policy decisions all await 
final action by Allied, although in- 
dustry circles are full of rumors 
regarding all these factors. 
Although an institutional adver- 
tising campaign by thé Distilled 
Spirits Institute pointing out that 
the manufacture of liquor is not 


materially affecting the food situa- 
tion since distillers process rather 
than consume grain is reportedly 
in abeyance until the formation of 
the new organization, representa- 
tives of all parts of the industry 
met last night to consider inaugu- 
ration of such a campaign in the 
near future. Schenley, which has 
been the guiding spirit of Allied, 
is not a member of DSI. 

Should a campaign by the entire 
industry fail to be agreed upon, 
some industry sources believe that 
CABI will run such a drive for 
DSI financed by an emergency 
fund contributed by the distillers. 

Many industry groups feel that 
recent criticism in Washington of 
grain allocations to the liquor in- 
dustry combined with agitation to 
have all liquor production halted 
during the food crisis warrants an 
institutional campaign at this time 
similar to the one scheduled by the 
brewers for next week (see page 
73). Instead of a one-shot, how- 
ever, the liquor industry would 
run a series of advertisements, ac- 
cording to present proposals. 


There’s NEW SPIRIT 


in New Orleans 


“TI want to thank, publicly, the newspapers of New Orleans .. . 
for their active and diligent support of our ticket... Their 
support was a major factor in this victory for good government.”’ 


—Mayor-Elect de Lesseps Morrison 


YOUNG, VIGOROUS COL. de LESSEPS MORRISON ELECTED MAYOR 


Climaxes battle sparked by 
the ITEM, in disclosing civic 


abuses and inefficiencies 


been well merited.”’ 


their victory to the Item. 


fine task force.”’ 


Said Congressman F. Edw. Hebert: 


“The Item opposed candidates whom I sup- 
ported but it opposed them on the editorial 
page. At no time did you allow distorted 
stories in your news columns. The Item con- 
ducted itself as an honest newspaper should. 
The confidence of the people in the Item has 


Said Oscar J. Schaefer, Representative, In- 
ternational Typographical Union: 

**You are to be congratulated as one of the 
greatest factors in the Morrison victory. Your 
impartiality in reporting campaigns of all fac- 
tions won the confidence of all voters. I 
firmly believe that the Morrison ticket can lay 


Said James Nelson Gowanloch, Chief Bi- 
ologist, State of Louisiana: 

“Your fine and effective battle aided so 
much in the recent electoral decision. Just 
as in so many other ways you have made the 
Item a powerful influence, 


Congratulations!”’ 


you here made it a 


Your New 


Selling Force 


in New Orleans 


SAWYER-FERGUSON-WALKER 


NEW ORLEANS 


Ralph Nicholson, President and Publisher 


READER ACCEPTANCE: Largest Evening Circulation in Louisiana 
(92% concentrated in the New Orleans market—growing steadily) 


ADVERTISING ACCEPTANCE: Nearly 10,000,000 lines carried in 1945 


CO 


.5 NATIONAL 


REPRESENTATIVES 
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DuMont Resumes 
Video Programs, 


Plan 5 City Net 


(Picture on Page 79) 


New York, April 11.—The open- 
ing April 15 of the Allen B. Du- 
Mont Television studios in the 
John Wanamaker store will be the 
first step in America’s first perma- 
nent commercial television net- 
work, which eventually will link 
New York, Washington, Cleveland, 
Pittsburgh and Cincinnati. The 
April 15 ceremonies will link Du 
Mont’s New York and Washington 
video outlets WABD and W3XWT; 
FCC applications are pending on 
stations in the other three cities. 

For the opening, a telecast from 
Washington will be sent over the 
newly installed coaxial line to 
mark the first individual use of 
the new inter-city link. First 
sponsored program from the new 
studies will be presented by C. F. 
Mueller, Jersey City, for macaroni 
products. 


700 to See Telecasts 


The telecast, entitled “Let’s 
Have Fun,” will demonstrate the 
package goods advertising tech- 
nique Duane Jones Company, the 
Mueller agency, uses for radio 
commercials. Tom Hutchinson, 
production manager for RKO Tele- 
vision Corporation, will direct. 

Du Mont has spent more than 
$500,000 in converting the John 
Wanamaker auditorium into a 
modern television studio, the larg- 
est in existence, Du Mont says. A 
maximum of 700 persons can be 
accommodated to watch studio ac- 
tivities and see the telecast as it is 
sent over the air through nine 


| viewing monitors suspended from 


the ceiling. 

Studio control rooms adjoin the 
large and the two smaller studios 
and from a master control room a 
matched telephone line links with 
the Du Mont transmitter at 515 
Madison Ave., two and one-half 
miles away. The transmitter has 
a service range approximately 50 
miles in radius, although the com- 
pany reports programs have been 
received by set owners 75 miles 
away. 


Plan Spot Announcements 


During the ensuing week, WABD 
starts its regular schedule of tele- 
/casts week nights, 9-9:30 p.m. 
Sponsors, already lined up with 
programs include Colgate - Palm- 
| olive-Peet Company, Alexander 
‘Smith & Sons, Lockheed Aircraft 
_Corporation’s show produced’ by 
'ABC television, American Home 
Products, and Ben Pulitzer Crea- 
|tions. Spot announcement adver- 
| tisers, to date, are Elgin Watch, 
| Waltham Watch, Botany Worsted 
Mills and Marxman pipes. 


SS @ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical . .. any office girl can be your 
compositor. 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 
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“4* When a small store stocks your apparel, you’ve made a 


This | 
Week| 


MAGAZINE 


sale... When a big store stocks it, features it, gets it around, 
you’ve set a style that other dealers and other consumers are 
sure to follow . . . That’s why fashion advertisers put most 
emphasis on America’s style-setting Big Cities... and especially 


on “This Week” Magazine’s 23 key markets that do 66.4% 


it | gS ges a | of all apparel-store business. 
an 1) osenett | 


MY inl the BIG CITIES +> BEST DEALERS ... BIGGEST SALES 
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YOUR DISTRIBUTION PROMOTION PLANS WITH 
LEADERSHIP AT “POINT OF SALE” 


“SPEARHEAD ‘i 


Don't Be Satisfied with Ordinary 
Wasteful DIS PLAYS 


Way We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results. 


We are a Display Agency and co- 
operate fully with your advertising 
agency to “Pipe-in” the force of na- 
tional advertising. 


FREE. 
MERC HANDISE rewaliis 


IN THE DEPARTMENT 


Also Complete Services for Every Other Point of 
Sale Activity 


an Exhibit of Performance 


mes ur dt te ee eee 


= = 
gene E 


America's Largest Organization Specializing 
in Merchandise Presentation. 


W. L. STENSGAARD & ASSOCIATES, INC.£ / 


346 N. JUSTINE STREET « CHICAGO 7, i. 
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Chevrolet Trains 
Wholesale Staff 
for Competition 


Detroit, April 9.—Faced with re- 
Vitalizing retail agencies for peace- 
time competitive selling, Chevro- 
let Motor Division of General 
Motors Corporation has embarked 
on “the most comprehensive and 
ambitious” training program in its 
history. 

First step is an elaborate edu- 
cational program for the entire 
wholesale sales organization, de- 
signed to instruct the field staff 
in the latest methods of automo- 
bile merchandising and distribu- 
tion. 

T. H. Keating, general sales 
manager, and W. E. Fish, his as- 
sistant, supervised preparation of 
materials which will be presented 
to various levels in the field sales 
organization in two-week schools 
in Detroit. The first two classes 
of “senior field management con- 
ferences” included 42 regional and 


zone managers, and a larger group 
of city managers and assistant 
zone managers. Every field rep- 
resentative will go through the 
school some time during 1946. 

Faculty for the school includes 
60 officials of Chevrolet’s home 
office, as well as representatives of 
advertising and _ sales research 
agencies. Topics discussed include 
business management, car distri- 
bution, advertising, sales promo- 
tion, trucks, business management, 
service and mechanical develop- 
ments, market analysis, budgets 
and finance and policy. 

Meetings are held in a specially 
designed conference room with 
tables for each student and spe- 
cial provisions for accommodating 
many large charts, displays, skits 
and motion pictures. G. I. Smith, 
assistant general sales manager, 
is “dean” of the school. 


400 A DAY FOR HUDSON 
Detroit, April 9—Hudson Motor 
Car Company is producing 400 
cars a day and has turned out a 
total of 22,930 new models, ac- 


‘a om OUR POSTMAN DELIVERED 
560,861 PIECES OF MAIL 
WNAX MAIL ROOM 
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WNAX IS AVAILABLE WITH KRNT AND WMT AS THE MID- 
STATES GROUP. ASK THE KATZ AGENCY FOR RATES. 2 


Advertising Age, April 15, 1946 


cording to A. E. Barit, president 
and general manager. 
In his annual message to stock- 
holders Mr. Barit reported that 
Hudson’s dealers have spent or 
are spending approximately $22,- 
000,000 for new buildings and im- 
provements. 

Production will be increased in 
the near future when procurement 
of materials becomes less difficult. 


ESSO GOES TO DEALERS 

Shreveport, La., April 9—Stand- 
ard Oil Company (N. J.) is in- 
forming local dealers about all 
phases of its advertising and sales 
promotion activities through a 
series of regional meetings. 

More than 150 dealers in this 
territory recently heard R. M. 
Gray, manager of Esso’s advertis- 
ing and promotion department, 
speak on the value of advertising 
and on details of this year’s con- 
sumer campaign. Standard is 
sponsoring the “Esso Reporter” 
over KWKH in this territory. 

Included in the home office dele- 
gation were Mr. Gray and R. H. 
Crum, representing Esso’s adver- 
tising and promotion department, 
and C. A. Peterson of Marschalk 
& Pratt, New York. 


Levitt Joins Hearst 


Robert D. Levitt, former east- 
ern director of advertising and 
publicity for David O. Selznick, 
was recently named general man- 
ager of promotion for The Ameri- 
can Weekly and Puck—the Comic 
Weekly. 


New Victor Magazine 


RCA Victor Record department 
announced the publication of “In 
the Groove,” a 12-page monthly 
magazine devoted to pop records, 
music and recording artists’ activi- 
ties. 
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PERFORMANCE 
COUNTS... 


Some people pick 
horses by name, some by su- 
perstitution, but those “in the 
know” bet on performance. 
Performance is the most im- 
portant factor in radio adver- 
tising, too. 


WRNL has held the 
majority of daytime listeners 
for many years in the Richmond 
area. You can count on 
WRNL for top performance— 


and results. 
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as made 21 months ago... 
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ce? an OO i 


“ _.. the entire world—including the United States—will have to 


work its way through a period of TRANSITION. The busy execu- 
tives of America’s Industries read The United States News for one 
reason—to get the broad picture of what is happening in the 
country today and what is likely to happen tomorrow.” 


(Remember please, this was written 18 months before V-J Day.) 


The forecast has come true—we are working our way through “a period 
of transition” ... and the economic situation is far more complicated and 
puzzling than it was under wartime directives. 
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It was true yesterday, today and it is true of tomorrow 
—the key men of Industry must always and at all times 
have quick and reliable information on government 
plans, policies and directives. 


For instance: President Truman’s recent appointment of Wilson Wyatt as 
HOUSING EXPEDITER is a concrete example of what must be expected in 
the way of Governmental planning for a long time to come. Mr. Wyatt was 


appointed 
— to increase the supply of building materials —to discourage unsound lending practices 
—to prevent hoarding —to increase production and fight inflation 
— to strengthen price controls —to provide advisory service on home values 


Still. more recently the President issued a Stabilization Order governing, 
among other things, Price Increases, Wage and Salary Increases, 
Amount of Profits, Arbitration Awards. . . . It looks as though the 
TRANSITION PERIOD still has a long, long, long time to run. 


THE UNITED STATES NEWS IS THE ONLY MAGAZINE DEVOTED ENTIRELY TO 
ANALYZING AND FORECASTING THE NEWS OF NATIONAL AFFAIRS. THAT’S 
WHY THE MANAGEMENT MEN OF BUSINESS READ IT EVERY WEEK FROM 
COVER-TO-COVER. 


* The United States News 
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THE NATIONAL NEWSPAPER 
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The OPA Hates to Let Go 


One of the chief absurdities of 
the price control situation has been 
the unwillingness of the OPA boys 
to relinquish any of their power 
over industry, regardless of 
whether a particular product or 
group of products has anything to 
do with inflation or the cost of liv- 
ing. That is why many of the most 
astute students of our economic 
problems have recommended that 
price controls be limited to prod- 
ucts of general consumption, which 
directly affect the public because of 
their immediate relationship to the 
cost of living. 

For example, there is no pos- 
sible reason why OPA should con- 
cern itself with the price of indus- 
trial machinery. Most of the new 
products now being offered would 
actually reduce the cost of produc- 
tion of companies using them, so 
that their purchase would con- 
tribute effectively to alleviating 
price problems. But the OPA has 
doggedly and obstinately stuck to 
its position that no _ industrial 
equipment prices could be in- 
creased above the level of October, 
1941, and that no increased costs 
of labor or materials could be re- 
flected in these prices. 

Of course this situation inter- 
fered with production and re- 
quired companies which continued 
to make and sell their normal line 
of industrial products to accept 
a loss on many of the items regu- 
larly sold. New products or im- 


proved products were subject to 
the same restrictions—that shop 
costs be calculated as of October, 
1941, in the face of a general rise 
in labor costs amounting to 30% 
in many cases. Thus while the 
OPA has continually insisted that 
price controls do not interfere 
with production, we have had 
plenty of evidence both with re- 
stricted production and with sales 
at a loss to the producer because 
of this arbitrary OPA policy. 


The absurdity of this position 
has been so obvious that OPA has 
finally “suspended” price ceilings 
on a limited list of products in the 
industrial equipment field, leaving 
a great many still under price con- 
trol. The Machinery and Allied 
Products Institute, representing 
manufacturers of industrial equip- 
ment, and other representatives of 
this large group of producers are 
still fighting to get action on a 
broader front, so that an important 
segment of American industry 
can be freed from bureaucratic 
control and permitted to accom- 
plish reconversion. 

The stock market advanced on 
news of the change of policy in- 
dicated by OPA’s order suspend- 
ing a few of its industrial equip- 
ment price controls, and it is to be 
hoped that the OPA, having re- 
treated from its untenable position 
on this front, will broaden its 
order to include all classes of in- 
dustrial equipment. 


The Psychology of Waste 


It would be interesting if media 
and agencies were to make a few 
calculations of the extra and un- 
necessary costs of production rep- 
resented by the interchange of 
telegrams and telephone calls re- 
lating to delivery of copy and 
plates. Delays in production have 
become commonplace, and the dif- 
ficulties encountered in making 
deadlines is well understood, but 
it is probably true that the situa- 
tion is a lot worse than it need be. 

For one thing, early approval of 
copy by advertisers would help. 
That is sometimes difficult, in view 
of strikes, OPA price situations 
and other factors which make 
quick decisions on advertising pol- 
icy necessary. Yet if everyone 
concerned with production were to 
make an effort to speed up opera- 
tions, some of the headaches suf- 
fered by publishers and their cus- 
tomers in getting to press might be 
alleviated. 


One large publishing house 
which has noted that its telephone 
and telegraph bills have more than 
doubled in the past year, indicat- 
ing both increased difficulties in 
getting advertising material de- 
livered on time and a disposition 
to resort to the wires without 
much consideration, is trying to 
show its own workers that we are 
suffering from a psychology of 
waste engendered during the war. 

It is certainly true that inflated 
business volume, easy money and 
excess profits taxes in that period 
made it very difficult to retain a 
correct attitude toward waste and 
extravagence. But the closer we 
come to normal conditions, as to 
volume and competition, the more 
necessary it will be to operate on 
a business-like basis. The adver- 
tising field can set a good example 
by handling its own production 
problems with a minimum of un- 
necessary expense. 


HAIRPIN CO.) 
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—wWesco Reporter, Westinghouse Electric € Supply Company 


"Yes, ours is quite a reconversion problem—during the war we were producing 
forty-ton tanks.” 


In the Soup 

The enterprising citizens of Wis- 
consin are as promotion-conscious 
as any group we’ve ever run 
across. If we’re not mistaken, 
there is still a statute on the state’s 
books (probably not too well ob- 
served during recent years) which 
says that every restaurant diner 
who wants to regale himself with 
a cut of apple pie must take his 
pie with a slice of Wisconsin 
cheese on top, whether he wants 
it there or not. Well, the restau- 
rant meal that ends with apple 
pie and cheese is now going to 
start with split pea soup, if the 
Wisconsin Restaurant Association 
has its way. 

At its annual convention April 
2 the association approved a reso- 
lution calling on President Tru- 
man and the governors of the 48 
states to make split pea soup the 
“national soup” and to proclaim 
Nov. 15 as National Soup Day. One 
of Wisconsin’s leading cash crops, 
as you may have guessed by now, 
is peas. 


Improving the Breed I 


Your Ad-libber has always been 
a sucker for a slick production job, 
particularly when it’s tied to a 
particularly apt piece of promo- 
tion. Comes now a book from 
United States Lines Company, 
called “Sail On.” It turns out to 
be a neat, concise story of the 
growth and history of the mer- 
chant marine, written by Professor 
Allan Nevins of Columbia. Be- 
sides being an artistic job of print- 
ing and illustration, it has an in- 
teresting, readable text. The story 
of commercial sailing from the 
days of bucko mates and the cat 
o’nine tails to registered maritime 
academies and electronic naviga- 
tion devices is fascinating. And 
we were somehow impressed that 
there is no sales copy for the com- 
pany that published it. There is 
a sales angle, of course, but the 
angle is the function of a large, ef- 
ficient merchant marine in an 
abundant economy. Sharp public 
relations, we said to ourselves as 
we squirreled up the rigging. . . 


Improving the Breed II 

One of the many fathers in our 
office relayed to us the disturbing 
news that “In New York, Every 
5th Baby Sleeps on a Kantwet.” 
This pungent comment lingered 
in our minds, and eventually we 


braced the fellow to discover the 
source of this amazing informa- 
tion. He showed us an advertise- 
ment, excerpts from which are 
herewith reported: “the answer to 
quick turn-over” ... “in New York 
City . . . one out of five babies 
sleeps on a Kantwet. In New Eng- 
land it’s one out of every four and 
a half babies. So it goes right 
across the nation.” Interested? 
Contact the Rose-Demy Company, 
Newton, Mass. 


Improving the Breed III 


L. E. West, promotion manager 
of the Detroit Free Press, reports 
that 1,500 public and parochial high 
school journalism students at- 
tended the two-day session of the 
paper’s newswriting institute. The 
neophytes weren’t cluttering up 
the city room, either. They were 
sitting in a school building, while 
top-drawer men from the adver- 
tising, radio and newspaper fields 
talked to them. 


‘Plenty Sales’ 


If the recent meeting for Peter 
Schuyler salesmen is any indica- 
tion, G. W. Van Slyke & Horton, 
Kingston, N. Y., feels its new cam- 
paign for the cigars should go over 
big. Prepared by Moser & Cotins, 
Inc., Utica, the theme of the news- 
paper drive is “P.S.”—and those 
letters are literally all over the copy 
—“Panatela Supreme,” “Plenty 
Smooth,” “Perfect Satisfaction,” 
“Preferred Smoke,” and “Pleasure 
Supreme.” 

The salesmen met at the Gover- 
nor Clinton hotel in Kingston 
where “P.S.” placards festooned 
the lobby, and “P.S.” insignia 
decorated the hotel’s personnel. 
Even the alphabet soup for dinner 
contained only Ps and Ss and the 
pepper and salt shakers on the 
tables were of P and S design. 
Powerful saturation, we call it. 


Jottings 

One of our lynx-eyed scouts, 
deep in Oklahoma, wig-wags that 
the Oklahoma City Times is using 
a chartered plane to deliver its 
papers to McAlester... 

And when the Daily News, 
Holdenville, Okla., burned last 
week, almost a carload of very 
precious paper went up in smoke. 

Ninety thousand inquiries have 
resulted from New York State ad- 
vertisements explaining the state’s 
program of assistance to small 
manufacturers and retailers. . . 
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Information 


: Adver tis er 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ApvERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2635. National Directory of 
Newspapers—1946 Edition. 

Newspaper Advertising Service, 
business corporation of the Na- 
tional Editorial Association, has is- 
sued this 160-page directory, 
which contains information on 
hometown weekly newspapers. 
Names of papers and their pub- 
lishers; rates; area designation; 
circulation fiigures; mechanical 
data and names of county seat 
towns are included. The book also 
carries a directory of daily news- 
papers, and county outline maps of 
each state. 


No. 2636. America’s Biggest Mar- 
ket. 


Parents’ Magazine shows, in this 
market study, how the country’s 
total population breaks down into 
five basic markets: Men living 
alone; women living alone; adults 
only where the family head is 
under 45; adults only where the 
family head is over 45, and fami- 
lies with children. It’s the fifth 
group that totals up the biggest, 
the pages of tables show, and 
Parents’ describes in detail its 
position in the market. 


No. 2637. Erie Market Survey. 


Market data for Erie, Pa., and 
its trading area—jincluding 40 
smaller cities and 18,000 farms— 
are provided in this folder issued 
by the Erie Dispatch-Herald. A 
breakdown of population, indexes 
of living standard, financial condi- 
tion, buying power increase and 
the number of retail and wholesale 
establishments are included, along 
with an outline of the merchan- 
dising service offered by the Dis- 
patch-Herald. 


No. 2604. How to Step Up Reader 
Interest in Ads to Power Plant 
Engineers. 

Based on 319 plant calls in 28 
industries, this report, issued by 
Power Plant Engineering, tells 
how to dig up helpful sales and 
service data, and suggests seven 
ways to gear ads to the needs of 


power engineers. An organization. 


chart shows operating and main- 
tenance functions of a typical plant 
engineering department. 


No. 2615. The Market for Men’s 
Clothing and Furnishings and 
How to Penetrate It with Your 
Selling Story. 

The men’s wear market—$3,350,- 
000,000 a year distributed through 
70,549 retail outlets—is analyzed 
in this booklet, which has been 
issued by the Fairchild publica- 
tion, Men’s Wear, now appearing 
in new format with redesigned 
typography. The publication’s new 
circulation guarantee is empha- 
sized, and a chart shows how its 
retail distribution parallels sales 
volume of men’s clothing and fur- 
nishings throughout the country. 


No. 2620. Blueprint for Sales. 


Distribution and weekly sales 
of coffee in 800 New York City 
retail grocery outlets are analyzed 
in this booklet, which has been 
issued by the New York Times. 
The contents include per cent of 
distribution of coffee brands, 
weekly sales by brands, each 
brand’s per cent of total sales by 
income groups, and numerous 
other details. 
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Candy Council 
Begins Drive for 
$500,000 Budget 


Chicago, April 10.—The Council 
on Candy of the National Confec- 
tioners’ Association girded its loins 
this week to raise some $430,000 
remaining to be collected for its 
annual $500,000 promotional bud- 
get. 

During this month, the associa- 
tion will hold meetings in Louis- 
ville, Cincinnati and Atlanta. Of 
these, only Atlanta is a major con- 
fectionery manufacturing center, 
but the primary purpose of the 
three meetings is to pave the way 
for a session of the council to be 
held May 3 in Hershey, Pa. 


To Maintain Budget 


The association, which has kept 
its promotional budget steadily at 
the half-million mark, expects to 
maintain it this year, Thomas A. 
Ryan, executive assistant to the 


ublishing 
can never be ap exact science 


Its effectiveness depends upon the abilities 
of those who execut¢ it. Recognizing this, 
NORTE retains J. Walter Flynn, graphic arts 
consultant, to insure jan attractive format. 
An authority on picture magazines, Mr. 
Flynn’‘s publishing ee oY has included 
Condé Nast, Street & Smith, Hearst Maga- 
zines and the famous international “Asia” 
where he first became interested in foreign 
readership habits, typography, and format 
acceptance of Ameriqan edited periodicals. 
Mr. Flynn developed fthis research to a de- 
gree where it was a 
successfully used dur- 
ing the war. 
While with the 
Army Psychological 
Warfare Branch and 
Owl, he developed 
and put his theories to 
use in Arabic, Greek, 
Russian, German, 
Chinese, Japanese, 
Halian and French. 


3. WALTER FLYNN 


NORTE, original in 
content and style, 
edited by Latin 
Americans for Latin 
America is conducive 
to the best type of 
foreign publishing, 
says Mr. Flynn. 

Creating or trans- 
lating a magazine 
for foreign reader- 

: sien | ship is not an equa- 
tion to be solved with standard formulae. 
Mr. Flynn points out that paramount consid- 
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MYRON ZOBEL, PUBLISHER 
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COMPANY. 


ADDRESS 


president of NCA, said today. No 
increases are expected, he re- 
ported. 

The annual promotion budget 
comes from about 3,500 member 
manufacturers, jobbers and retail- 
ers, Mr. Ryan says. He believes 
that it constitutes probably the 
largest participation of any asso- 
ciation, since some 85-90% of the 
solicited members respond with 
contributions, all on a voluntary 
basis. 

The _ association’s advertising 
was originally built around a 52- 


week radio program, but during 
the past two years this has been 
discarded for magazine advertis- 
ing, and indications are that na- 
tional magazines and medical and 
nutritional publications will con- 
tinue to carry the bulk of the ac- 
count. Leo Burnett Company is 
the agency. 


Forms Bakery Chain 
General Bakeries Ltd. has been 
formed in Canada to operate a na- 
tional chain of bakeries, and has 
purchased Brousseau Ltd., Mont- 


real; Purity Bread Ltd., Toronto; 
Bryce Bakeries Ltd., Winnipeg and 
Brandon, and Robertson’s Bakeries 
Ltd., Vancouver, B. C. J. William 
Horsey, president of the chain, is 
president of Dominion Stores Ltd. 


Boyle-Midway Appoints 
As part of a plan to expand ad- 
vertising of its products, Boyle- 
Midway, Inc., household division 
of American Home Products Cor- 
poration, has appointed W. Earl 
Bothwell Advertising Agency, 
Pittsburgh, to handle 25 additional 


products. These include Aero 


13 


waxes, polishes and cements; Dia- 
mond tints and dyes; Silverbrite 
metal polishes; various lawn and 
garden items, and insecticides in 
addition to Boyle- Midway’s ad- 
vertising of 3-in-One Oil and other 
products. 


.Y a 

Handles ‘Specs’ Drive 

Jeweled Specs, Ltd., New York 
City, has appointed Walter W. 
Wiley Advertising as agency for 
its campaign in newspapers, maga- 
zines and business papers. Ber- 
— Matthew is account execu- 
ive. 


The chances are Mr. Peabody's emotional crisis will not raise 
one eyebrow in the entire advertising profession. Advertising 
men (who placed more pages of advertising in Business Week 
last year than in any other magazine) know already that the 
better business men put Business Week high on their list of 
important and useful possessions. And the reason they put it 
there can be simply stated: 


Wherever you find it, you find a management-man... well informed. 
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Three Join ‘Iron Age’ 

R. M. Gibbs, previously regional 
manager in Pittsburgh of Iron Age, 
has been appointed assistant to 
the president in New York. John 
M. Huggett, an account executive 
with Ketchum, MacLeod & Grove, 
Pittsburgh, before service as a 
Marine Corps captain, has been 
named regional manager in Pitts- 
burgh. R. H. McGinnis, assistant 
to general manager of Turco Prod- 
ucts before serving as an Army 
captain in the war, has joined the 
advertising staff in New York. 


Felt Forms Service 

George G. Felt, formerly adver- 
tising manager of the American 
Transformer Company, Newark, 
N. J., has announced formation of 
a “personalized” advertising coun- 
sel service, with headquarters at 
519 Main St., East Orange, N. J. 


NY Families Like 
Beech-Nut, Clapp 
Baby Foods Best 


Weekly Brand Sales 
in 800 Local Stores 


Surveyed by ‘Times’ 


New York, April 9.—New York 
families in both the upper and 
lower income brackets buy more 
Beech-Nut and Clapp baby foods 
than any others of seven leading 
brands, the market research de- 
partment of the New York Times 


reveals in a study of baby food 
sales in 800 grocery stores, rep- 
resenting 6.3% of New York City’s 
total. 

The study, the Times feels, 
“convincingly demonstrates” that 
the amount of baby food a baby 
eats is vitally affected by the 
amount of money its parents earn, 
the second factor affecting the 
baby’s food consumption being 
“the amount of food its mother 
can force down its throat.” 

Basing its findings on the 143,- 
600 families served by the 800 
stores surveyed (314 serving “up- 
per half’ families, 486 “lower 


half”), the study reports the aver- 


age weekly baby food sales of the 
seven brands per 1,000 average 
families is 1,722 jars. However, 
2,156 jars are bought per 1,000 
“upper -income” families each 


week, as compared with 1,336 jars 
sold weekly per 1,000 “lower-in- 
come” families. 


Half to Beech-Nut 


Of the 2,156 jars sold to upper- 
income families, 1,095 are Beech- 
Nut brand, 368 Clapp, 247 Heinz, 
194 Gerber, 127 Campbell, 100 
Libby, and 25 White Rose. Lower- 
income families, buying 1,336 jars 
weekly per 1,000, buy 598 Beech- 
Nut jars, 199 Clapp, 190 Heinz, 
171 Gerber, 97 Campbell, 75 Libby 
and six White Rose. 

Findings on each brand’s per cent 
share of baby food sales in each 
income group show that Beech- 
Nut accounts for 50.8% of sales 
in the 314 upper-income family 
stores and 44.7% in the 486 lower- 
income family stores; Clapp, 17.1% 
and 14.9%; Heinz, 11.4% and 


Between the raw material producer and the consumer, most 
textile products cover seven steps in distribution. And the 
key executives of each of those seven closely interrelated 
market divisions . . . the men who keep the wheels mov- 
ing . .. make up the total readership of DAILY NEWS 
RECORD. * Executives who set policy on distribution . . . 
finance .. . manufacturing ... purchasing... planning... 
merchandising, and designing read DAILY NEWS 


RECORD. For only in the 
RECORD do they get the top- 
level news pin-pointed to 
their particular spheres of 
activity. ®& If you’re trying to 
reach any or all of the seven 
distribution links in textiles, 
men’s wear, and domestics .. . 
from producer-to-retailer . . . 
your media choice is limited 
to DAILY NEWS RECORD. 


on iissee 


DAILY NEWS RECORD - WOMENS WEAR DAILY ~ RETAILING HOME FURNISHINGS - MEN'S WEAR - FOOTWEAR NEWS - FAIRCHILD INTERNATIONAL - FAIRCHILD TRADE DIRECTORIES 
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14.2%; Gerber, 9.0% and 12.8%; 
Campbell, 5.9% and 7.3%; Libby, 
4.7% and 5.6%, and White Rose, 
1.1% and 0.5%. 


Drug Stores Insignificant 


The weekly sales figures include 
both the strained baby foods and 
the chopped and junior foods. 

Querying the 800 stores as to 
which brands they carried, the 
study found that 555 or 69.4% 
carried Beech-Nut, and 58.6% 
carried Heinz, giving it the second 
largest distribution although that 
brand stood third in the sales 
figures. In third place for dis- 
tribution was Campbell baby soup, 
carried by 41.5% of the stores; 
38.6% reported Gerber in stock; 
36.7% Clapp; 21.2% Libby, and 
3.9% White Rose. 

Breaking down the distribution 
figures, Beech-Nut had 86.6% dis- 
tribution in the 314 upper-income 
family stores and 58.2% in the 
486 lower-income family stores, 
with Heinz in second place, 65.6% 
for upper-income stores, and 
54.1% for lower-income stores. 

Two hundred and twenty drug 
stores, 6.3% of the city’s total, 
also were checked by the Times, 
but total weekly sales amounted 
to only 7,811 jars or 3% of the 
volume done in grocery stores. 


Celanese Appoints Kon 


Irene Kon, previously director 
of the creative department of the 
Montreal office of Young & Rubi- 
cam, has been appointed to direct 
advertising of Canadian Celanese, 
Montreal. 


Starts Fish Drive 


Canadian Fishing Company, 
Vancouver, has launched a com- 
paign in French and English daily 
newspapers across Canada, fea- 
turing Gold Seal, Red Seal and 
Pink Seal with illustrations by 
Walt Disney. Cockfield, Brown & 
Co., Vancouver, is the agency. 


. .. and with Utah Families 
It's KDYL Preferred! 


More home radios in Utah are tuned 
to KDYL for more hours per week 
than to any other station. This inter- 
esting and significant fact is borne out 
by the latest Hooper ratings for Salt 
Lake City, typical of listening habits 
throughout the state. Thousands of 
women listen to KDYL programs 
while working in their kitchens, as in 
our picture above. 


Ninety-seven out of every 100 Utah 
homes have radios. That’s 97%—one 
of the highest in the nation. It means 
that Utah families are highly accessible 
through this medium. 


KDYL’s proved status as the station 
most Utahns listen to most is a factor 
you will want to keep in mind when 
making up your Utah schedules. For 
further information 
and _ availabilities, 
phone, wire or 
write— 


John Blair & Co. 


National Representative 
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> WORLD REPORT (published by United States News publishing Corpora- 
tion) is gathering together the largest, most experienced fact-finding organization 


of its kind with one objective—to extract the truth from the hodgepodge of 


world news—and to print its significance and its implications so that thinking 
men and women, unlike Plautus, will have before them each Friday a factual, 


clearly written response to the plea— 


“I wish the truth to be told me.” 


Your product or service advertised in WORLD REPORT will be read by a 


select and forward looking group of Americans. They are the spearhead of 


od! he 2s American thought and enterprise—they are the men who will carry American 
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Air Conditioning Systems 
Lighting Systems and Fixtures 


Bookkeeping and Accounting Devices 


Desks, Tables and Chairs of Metal 
or Wood 


Letterheads, Forms and Stationery 
Filing Cabinets and Indexing Systems 


Stationers Are Distributors For: 


are aggressively selling equip- 


ment as well as materials that 
increase business office efficiency. 


For information in this field . . . 


MODERN STATIONER 


250 Fifth Avenue, New York 1, N. Y. 


CFAC Schedules 
Fourth Annual 


Award Contest 


47 Divisions Open 
to Entrants in 
Chicago Area 


Chicago, April 9.—The Chicago 
Federated Advertising Club this 
week announced its fourth annual 
competition to select outstanding 
copy in 47 classifications of adver- 
tising and promotion. A _ jury, 
headed by Carl F. Kraatz of 
Schwimmer & Scott, chairman of 
the club’s awards committee, will 
judge entries, and awards will be 
made at a luncheon at the Conti- 
nental Hotel May 9. 

The classification of entries is 
as follows: 

Newspaper division: National or 


local campaigns, and national or 
local advertisements. 

Radio division: Network pro- 
gram produced or written in Chi- 
cago, spot announcements written 
in Chicago, local program pro- 
duced in Chicago. 

Magazine division (subdivided 
into business paper, mass, class 
and industrial publications): Col- 
or institutional or product sell- 
ing campaigns or advertisements; 
black - and - white institutional or 
product selling campaigns or ad- 
vertisements. 

Outdoor division (all fornts eli- 
gible): National campaigns or ad- 
vertisements, local or regional 
campaigns or advertisements. 

Direct mail division: Direct mail 
series, single pieces, or catalogs. 

Special awards division: Black- 
and-white illustrations by artists or 


tions by artists or photographs; 
typography; design of complete 
advertisement; premium and spe- 
cial promotions; window displays, 
counter displays; cardboard or 
metal devices. 


— Host to the International Convention- Affiliation of 


Sales and Advertising Clubs—first since 1941 


To an advertising man, nothing could be 


luckier than to attend the affiliation conven- 
tion. It is a business meeting of first impor- 


tance. 


Panel discussions! 


Fine speakers! 


Exhibits! Ideas by the bushel! Sightseeing 
in one of the most spectacular cities in the 


country. 


For a convention, nothing could be luckier 


than to be in Pittsburgh... sixth biggest 
market in America... a bustling throbbing 
city, deep in peace work and with the high- 
est peacetime purchasing power in it s history. 


INTERNATIONAL AFFILIATION OF 
2 SALES & ADVERTISING CLUBS 
ie. Convention _—© 
WILLIAM PENN HOTEL - PITTSBURGH, PA. 
May 23, 24, 25,1946. . eS 


PITTSBURGH 


POST-GAZETTE 


REPRESENTED NATIONALLY BY 


PAUL BLOCK AND 


ASSOCIATES 


Come to Pittsburgh for the Affiliation Convention! 


Age, April 15, 1946 


CFAC PRIZE—Carl 


left, 
: | chairman of the CFAC awards com- 
photographs; four-color illustra-| mittee, and Art Thaler, art director 


F. Kraatz, 


of Schwimmer & Scott, who designed 
the award for presentation May 9. 


Public relations division: Cam- 
paigns by trade groups, industries 
or associations; campaigns by indi- 
vidual companies, corporations or 
products; publicity jobs. (A letter 
should accompany each entry in 
this classification giving objectives 
and results.) 

Entries are limited to copy pro- 
duced within a 50-mile radius of 
Chicago, and advertisers and agen- 
cies within that area may enter. 

The jury chairmen are Mr. 
Kraatz; Ade N. Hult, vice-presi- 
dent, Mutual Broadcasting System; 
Alden J. Cusick, director of agency 
relations and sales manager of 
General Outdoor Advertising Com- 
pany; Dan Smith, art director, 
Poole Brothers; and Jos. W. Hicks, 
president of Jos. W. Hicks Organ- 
ization. 

Entries must be received by 5 


|p.m. April 22, and should be sent 


to Dan Collins, Chicago Federated 
Advertising Club, 139 N. Clark St., 
Chicago 2. 


Sells Stitcher Business 


Harris-Seybold Company, Cleve- 
land, has “disposed of all interest’ 
in its Morrison wire stitcher busi- 
ness to Acme Steel Company, Chi- 


'cago, maker of stitching machines 
-and wire. The move was made to 


permit Harris-Seybold to devote 
full attention to production of off- 
set lithographic presses and paper 
cutters. 


Metro Adds Service 


Metro Associated Services, New 
York, has begun publishing “Home 
Essentials Edition,” a “library” of 
cuts and captions for matrices on 
housewares. 


PRINTING 


AITHORN service is 
pacha nda 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Whitehall 2300. 


A 


Faithorn Corporation 
400 N. Rush St., Chicago 11, Illinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 
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HAVE YOU SEEN 
THE S.1T.A. SHOW? 


Gallery 11 of the Art Institute of Chicago is at 
present attracting an unprecedented audience. 
The occasion, of course, is The Society of Typo- 
graphic Arts’ 19th Annual Exhibition of Design 


in Chicago Printing. The show will be on until 
April 26th. Here you will see 116 outstanding 
examples of Chicago printing produced during 
1945: books, booklets, brochures, direct mail 
pieces, catalogs, announcements, magazine, 
newspaper, and trade paper advertisements, 
and packages. Award winners are shown in 
the photographs. To see them in full size and 
full color, take a half hour at lunch or before 
dinner to visit the Art Institute. You will carry 
away a stimulating impression of what 
Chicago designers can do, and you may 
pick up some valuable ideas. 


The Society of Typographic Arts is an 
organization devoted to raising the stand- 
ards of design and craftsmanship in the 
graphic arts industries of Chicago, the 
largest printing center in the world. If you 
would like to participate in this activity, 
get in touch with DeForest Sackett, 

6 North Michigan Avenue, Chicago. 


THIS SPACE IS CHEERFULLY DONATED TO A GOOD AND WORTHY CAUSE 
BY COLLINS, MILLER & HUTCHINGS, MAKERS OF FINE ENGRAVINGS 
FOR GRAPHIC ARTS ENTHUSIASTS THROUGHOUT AMERICA (and only 


incidentally, note the small type, becouse a CM&H ad designed by Joseph Feher won a coveted STA aword) 
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“We must break ever 


peacetime production record” 


-says Henry J. Taylor 


POPULAR SCIENCE MONTHLY heartily 
agrees with you, Mr. Taylor, and shares 
your faith that America can and will do 
the joo. 


For it is a job worthy of a great people. 


It is, roughly speaking, to build 3,000,000 
homes; to produce 15,000,000 cars and 
trucks; to keep a continuous and volumi- 
nous flow of radios, refrigerators, washing 
machines, vacuum cleaners and a thousand 
and one other products coming from the 
plants and factories. 


And who is heading up this job? 


The “know-how” men, of course, the men 
who like Wilson, Ford, Sorensen, Zeder and 
other leaders of science and industry helped 
roll up the most tremendous volume of war 
material the world has ever seen—and hopes 
it will never be necessary to see again. 


Working shoulder to shoulder with these 
top “know-how” men are research men, 
engineers, designers, production managers, 
skilled workmen. These are in great part 
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HENRY J. TAYLOR, world-traveler, economist, journalist and author of “Men in 
Motion,” “Time Runs Out’ and other books of economic and social importance. Twice 


weekly Mr. Taylor is presented over the nation-wide Mutual Network by General Motors 
in the thought-provoking talks in his series, “YOUR LAND AND MINE.” 
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“know-how” men on the way up — alert- 
minded, mechanically informed men who 
are never satisfied until they know how 
things are made, what they are made of, 
and what makes them work — scientifically 
inquisitive men who keep abreast of new 
and better ways to bring to the public new 
and improved products developed from the 
discoveries of the scientists. 


We know a lot about these men because so 
many of them buy POPULAR SCIENCE 
MONTHLY-—read it from cover to cover 
— for this magazine tells them clearly and 
authoritatively what they want to know 
about scientific developments, new proc- 
esses and new products. 


These men with the “spark” to know are a 
great, expansive market for anyone who has 
something to tell, and something to sell 
that men buy. And when you reach them 
through this magazine, you may be assured 
that more than a fair proportion of the top 
“know-how” men will 

also read what you 
have to say. 


FRANCISCO 


LIKES PEOPLE 


Reads magazines 
about them, 


LIKES BOOKS 
The literary type. 


LIKES MACHINES 


Has a knack for mechanics. 
Reads Popular Science 
Monthly. 
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Agency Head Says 
‘Subversion’ Body 
Would ‘Curb’ Ads 


New York, April 11.—Stanley 
Moss of Moss & Arnold Advertis- 
ing Agency emerged from a 40- 
minute grilling by the House Com- 
mittee Investigating Un-American 
Activities at the federal building 
here this week and told reporters: 

“If this hearing sets a precedent, 
it will be a sad day for advertis- 
ing agencies and publishers, who 
will find that censorship has been 
clamped down on the American 
press.” 

Mr. Moss was subpoenaed by 
Ernie Adamson, attorney for the 
committee, and queried by J. Par- 
nell Thomas (R.—N. J.), and Mr. 
Adamson, for his part as an ad- 
vertising agent in placing an ad- 
vertisement in the New York 


Times of March 14 for the Citizens | 
United to Abolish the Wood- 
Rankin Committee, successor to 
the Dies committee on un-Ameri- 
can activities. Chairman of Citi- 
zens United is Norman Corwin of 
CBS. The ad was signed by 256 
members of this group. 


Afraid of Censorship 


Mr. Moss told ADVERTISING AGE 
that 35 of the 40 minutes were 
devoted to “prying questions” 
about his business and his rela- 
tionships with clients and pub- 
lications. He refused to permit 
the committee to examine his 
books. Finally, he said, he made 
Rep. Thomas “admit that the 
questions were violating his rights 
as a citizen.” He believed that 
the committee is trying to “harass 
agencies and publishers, to make 
them drop controversial adver- 
tisements.” 

Several hundred letters in re- 
sponse to the March 14 adver- 
tisement, Mr. Moss continued, “al- 
most paid the $2,600 cost” of it. 
Citizens United is planning more 


advertising, including newspapers | 
of other cities. | 

Joseph Gannon, in charge of) 
advertising acceptability for the| 
New York Times, spent five min-_ 
utes with Rep. Thomas explaining | 
the set-up of Citizens United as he 
saw it. The Times, he said, “prob- | 
ably runs more pressure ads than | 


any other paper.” 


May Buy Burnett Co. | 


H. W. Roden, president, Ameri- 
can Home Foods, Inc., has an- 
nounced that American Home is 
negotiating to buy the 100-year- 
old Joseph Burnett Company, Bos- 
ton, maker of Burnett’s vanilla 
and other flavoring extracts. 


Issues Recipe Books 


Walla Walla Canning Company, 
Walla Walla, Wash., has distrib- 
uted a 15-page recipe book with 
Kodachrome illustrations through 
retail stores. The company’s 1946 
advertising campaign includes in- 
sertions in Sunset and newspaper 
advertising in Seattle, Tacoma and 
Portland. Botsford, Constantine & 
Gardner, Portland, is the agency. 


\WWarre ARE THE FUNDS 


TO BUY OUR EXPORTS? 


os tacatetetatetotecaceneeeess 


sae 


2) 
| 
7) 


The United States enters 1946 with a greatly 
enlarged productive capacity. How much of 
our new output do we now want to sell 
abroad? How much can we sell? Which na- 
@ tions have the dollar exchange to buy our 


exports? 


Compiled PY 
CAN EX indicated in 
AMER} 


vgs FOURTH AV praisal of our export markets—just issued by 
American Exporter. This book shows the 
probability that our exports will average 7 to 
8 billion dollars per year—twice their pre-war 
average—for some years to come. More than 


NEW YORK io. 


ever before, 


come the world’s greatest exporting nation. 


BRR 


The answers to many such questions are 


A complimentary copy of this new book 
will be sent to any person interested in export 
sales potentials. Kindly specify Publication 83 ae 
in your request. 4 


ores 
roseneseets 
oceceee, 


Soe 
OSOOS 


a detailed, up-to-the-minute ap- 


we have the opportunity to be- 


OOS? 
See 


AMERICAN EXPORTER 


ESTABLISHED 1877 


Johnston Export Publishing Company 


386 Fourth Avenue 


PHILADELPHIA CLEVELAND 


CHICAGO ST. LOUIS 


New York 16, N.Y. 


SAN FRANCISCO LOS ANGELES 


Advertising Age, April 15, 1946 


H. B. “Doc” Kniseley, ed. of Carter Oil Co.’s publication, “Link,” 
in Tulsa, has been elected president of the Southwestern Associa- 
tion of- Industrial Editors, replacing Harry Ellis, publicity dir. of 
the Dr. Pepper Bottling Co., Dallas, who resigned because of ill 
health. .. The immediate past pres. of the Association of Canadian 
Advertisers, Harold E. Stephenson, Canada Starch Co., Montreal, 
will be chairman of the ’46 ACA ad awards jury... 

The Alabama Broadcasters Ass’n, which met in Birmingham 
March 26, elected Henry P. Johnston president. He’s managing dir. 
of WSGN, Birmingham. Other officers are John Buttram, WHMA, 
Anniston, v.p., and David Dunn, WSFA, Montgomery, sec’y-treas. . 
A career clinic on advertising, sponsored by Canisius College, Buf- 


AFA PREXY IN DAYTON—Elon G. Borton, president of the Advertising Feder- 

ation of America, spent two days in Dayton, recently, where he spoke before 

three groups in two days. He is shown here (center) with Hugo Wagenseil, 

left, head of the agency bearing his name, and James Proud, ad manager of 
Ohmer Corp. 


falo, is being guided by Melvin F. Hall, head of the Melvin F. Hall 
agency there... 

Gerard P. Kievenaar, metropolitan mgr. of American Exporter, 
New York, is looking forward to a well earned rest, with his re- 
tirement at the end of this year after a 4l-year career as an export 
ad representative. Now 80, Mr. Kievenaar is a native of the Nether- 
lands. . . Anniversaries in Hartford, Conn., include those of E. S. 


' Anderson, ad mgr. of Hartford Fire Insurance Co., who has been 


with his organization 25 years, and E. Barrie Smith, ad and pub- 
licity mgr. of Veeder-Root, Inc., who is celebrating his 50th year 
with his company. .. And Harry Grant, chairman of the board of 
the Milwaukee Journal, observed his 30th year with the newspaper 
April 1..... 

John Whedon, v.p. in charge of Young & -Rubicam’s Chicago 
office, is on a month’s vacation, driving to points South, including 
the Smokies, Asheville, and Charleston. .. Recent visitors at the 
Bogota offices of Ultra Limitada, Colombian ad agency, were Arthur 
A. Kron, of Gotham Advertising Co., New York, and R. G. Simmons, 
v.p. of Meldrum & Fewsmith, Cleveland... 

Charlie Storke, pres. of the Pacific Advertising Ass’n, is rapidly 


AT 'RADIO DAY' CLINIC—Lewis H. Avery, left center, congratulates Arthur 
B. Church, president of KMBC, on the station's Variety citation for leadership 
in "How to run a radio station." Left to right, this group at the Kansas City 
Advertising and Sales Executives Club's Radio Day clinic includes John Schilling, 
general manager, WHB; Ellis Atteberry, manager, KCKN; Mr. Avery, who 
heads his own station representative firm; Mr. Church; Glen Griswold, national 
ad manager, KFEQ, and E. K. Hartenbower, station and sales manager, KCMO. 


becoming the most traveled adman of the West. The Santa Barbara 
newspaper man has visited 27 clubs in 11 western states and British 
Columbia during his term of office. . . 

Stu Siebert, JWT account exec, and Shirley Ebner of Thompson’s 
Chicago radio publicity dept., were married April 13 and are honey- 
mooning in Mexico... Alex Robb, assistant program dir. and pack- 
age sales mgr., returned to NBC’s Hollywood Radio City April 8, 
after an eight-week illness that kept him at home... 

Richard C. Bush, head of the ad agency bearing his name, has 
been elected mayor of Waco, Tex... At the March dinner meeting 
of the Women’s Ad Club of Toronto, Pratt Kuhn, of Winnipeg News- 
paper Union, did the honors as representative of the local men’s. 
and women’s ad groups, by presenting a gift of jewelry to Dorotity 
Benson for.her work in superintending mailing of “Newsletter” .to 


Canadian: servicemen: during: the war’ period. . . -- 
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ANSWER: MILLIONS UPON MILLIONS OF JOBS FOR EX-SERVICE- 
~ MEN, EX-WAR WORKERS AND CIVILIANS-PRODUCING NOT ONLY 
“THESE HOMES BUT EVERYTHING THAT GOES INTO THEM! 


FOREWORD: There are “older” business magazines 
in the building industry than we are. But their very 
age makes Practical Builder more alive, more alert, 
more action-minded. Are we the best buy in the field? 
Read the facts below and see for yourself. 


* * * * * 


There is a lot of talk all over America today, on the 
subject of peacetime jobs. 


There are the 60 million peacetime jobs of Henry 
Wallace. 


There are the 50 million peacetime jobs of the eco- 
nomic experts. 

Undoubtedly, the actual figures are somewhere in be- 
tween. 


But this one fact is certain: Somehow, somewhere, and 
in mighty short order, America has got to create 
enough jobs—not in Government but in private indus- 
try—to yield an annual national income of around 157 
billion dollars. 


Only in this way can we pay off our war debt, lend 
money to foreign countries, absorb the billions of lend- 
lease and war materiel for which we will never be paid, 
and get this country out of the red—in more ways 


than one. 
* * * * * 


Now in America’s peacetime economy, certain great 
industries lead the parade. 


Among them are the motion picture industry, the auto- 
motive industry, the food and clothing industries, our 
own building industry, and many others of varying 
degrees of importance. 


Of all these the building industry is, excepting only 
agriculture, not only the greatest in actual direct dollar 
and job volume, but is even several times greater in 
the number of indirect dollars and jobs it creates in 
abd salary and wage bracket, and in every walk of 
ife. 

For example, take the 15 million postwar homes which 
are to be built in the next 10 years. 


It is true that into the building and equipment of 
these 15 million postwar homes, will go vast quantities 
of building materials and supplies. (In 1939 alone, 
America’s practical builder-contractors and building 
material dealers bought, handled and used $250,000,000 
of lumber, $125,000,000 of millwork, $85,000,000 of 
paint and varnish, $75, 000,000 of cement, $25,000,000 
of gypsum products, $34,000,000 of wallboard and in- 
sulation, $20,000,000 of clay products, $65,000,000 of 
asphalt "roofing, and over $500,000,000 of plumbing, 
heating, home appliances and other building equip- 
ment. 


But that is only the beginning. Each of these 15 mil- 
lion postwar homes will have to be equipped, furnished, 


NOTE:The above advertisement is the exact page size of Practical Builder—the only publication in the building field in whch you can display your sales message in space as large as this, 


maintained, repaired, lived in, 
dressed in. 

Which means that into each of these 15 million post- 
war homes will be sold practically every kind of con- 


sumer goods and services made in America: 


—Refrigerators, washing machines, vacuum cleaners, 
floor polishes, telephones, radio sets, toasters. 


—Furniture, drapes, shades and blinds, rugs and car- 
pets, sheets and pillow cases. 


—Towels and bathmats, crockery and utensils, china 
and silverware, soaps and toothpowders, shower cur- 
tains and linoleum, cake mixes and cookies, canned and 
frozen vegetables, dehydrated meats and fruits. 


In short, stretch your imagination to the outside limit 
and you get some idea of how many total postwar jobs 
and dollars will be created by these 15 million postwar 
homes—not to mention the millions of homes already 
standing now. 


This is why America’s postwar home market is “Mar- 
ket No. 1” for quick jobs and prosperity. This is why 
all forms of light construction—not only homes but 
stores, churches, schools, bowling alleys—are so vital 
to American postwar reconversion. 


And this is why America’s vast building industry, 
sound and healthy in spite of wartime limitations and 
restrictions, is all set to lead the way in creating more 
than its share of the millions of jobs and billions of 
dollars which will keep America solvent. 

* * * * % 


Now these millions of postwar homes will not be 
erected at so-called “Government expense.” 
They will not come as the result of vast public housing 
projects or Government planning. 
They will be built, supplied and equipped by America’s 
practical builder-contractors and building material 
dealers, and by nobody else. 
And the top 58,000 of these practical builder-contrac- 
tors and building material dealers read each month, 
from cover to cover, the leading magazine in their 
field, Practical Builder. 

* * * * * 
In this vast building industry, whose postwar dollar 
and job volume is almost astronomical, Practical 
Builder offers you the world’s largest paid individual 
circulation among builders. 
This top-flight paid circulation has been richly earned 
—not “jerry-built.” 
First, we built a “controlled” and bulk circulation of 
70,000 readers. 
Second, we tested our editorial know-how and pub- 
lishing policy with these readers for 2 solid years. 
Finally, when we knew exactly where we were going, 
we converted this controlled circulation into the 58,000 


eaten in, slept in, 


individual paid subscribers we have today. 

These 58,000 subscribers represent not only the mass 
but the “class” of builder-contractors. Included are 
the great operative builders in the multi-unit home 
construction field—builders like David Bohannon of 
San Francisco, Hugh Potter of Houston, J. C. Nichols 
of Kansas City, John Mowbray of Baltimore, Joseph 
Merrion of Chicago, the Levitts of Long Island, George 
Goudreau of Cleveland, Waverly Taylor of Washing- 
ton, Wallace Johnson of Memphis, Fred Trump of 
Brooklyn, Lester Preu of Miami, Fritz B. Burns of 
Los Angeles, and Earl Colomb of New Orleans. 


There are other publications in our field. We invite 
you to look at them all. The closer you look, the more 
you will realize how much more Practical Builder has 
to offer—to its readers, and therefore to its adver- 
tisers. 


The men who subscribe to Practical Builder—who read 
it and use it—are the men who build, repair and main- 
tain not only homes but farm houses, barns and out- 
buildings, stores and garages, public buildings and 
additions, small factories, schools, churches, bowling 
alleys, theatres, hospitals and other institutions— 
covering the whole vast field of light construction. 
And it is good business for them to use, in every job, 
the materials and equipment they know best. 
* * * *& * 


Ever since its inception, Practical Builder has been 
keeping these men informed on what to use and how to 
use it. Our editorial and advertising policy is one of 
“know-how.” We call ourselves the How-To-Do-It 
paper, and that is exactly what we are. 

So no matter what you make or sell in home construc- 
tion, Practical Builder is “Market No. 1” to get it sold 
to, and used by, the men who do the building. Our 
58,000 paid individual subscribers are the most alert, 
most progressive, most action-minded building contrac- 
tors and building material dealers in America. Prac- 
tical Builder, 59 East Van Buren St., Chicago 5, Ill. 
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‘Daily News Fair 
Signals Rebirth 
of Travel Linage 


Airlines, Steamships, 
Rail Car Makers Bid 


for Public Interest 


By JOHN CRICHTON 
Chicago, April 10.—The first 
travel show here in five years! 
opened today under the sponsor- 
ship of the Chicago Daily News, | 
and the size and number of ex-| 
hibits reinforced a_ trend space | 
salesmen were watching with in-| 
terest, the gradual renascence of 
travel advertising. 
In 117 booths, travel media, | 
tourist associations, states and na- 
tions told their story: The lid is | 
off on tourist travel. 
The show, which was larger in| 
exhibitors and attendance than in 
1941, featured a number of col- 
lateral exhibitors such as Pull-| 
man-Standard Car Mfg. Com-| 
pany and Edward G. Budd Mfg. 
Company. Both of these com- 
panies, which have as large a 
stake in heavy rail travel as the. 
railroads themselves, were show-| 
ing what their drawing boards 
had for the immediate future in) 
railroad accommodations. 


More Stainless Steel Cars 


Budd, for example, notes that it 
has more stainless steel cars on 
order in 1946 than there were in 
service in 1941. In the meantime, 
the car companies have developed 
plastic overheads, new berthing 
accommodations (which will en- 
able you to have a private room 
for about the price of a lower 
berth), nursery play rooms and 
lounge cars with a dance floor. 

The airlines are talking speed, 
equipment and reduced fares. Most 


SELF-SERVICE SELLING 
FASTER ... EASIER 


WITH 


McALEER 


| 
METAL MERCHANDISERS | 


Neat,attractive merchan- 
dising stands give your 
merchandise better visa- 
bility ... more effective 
‘point-of-purchase pro- 
motion ... better brand 
identification and faster 
sales. Metal Merchandis- 
ers by McAleer are cus- 
tom engineered to fit the 
particular requirements 
of your product. Write 
for further information. | 


E. J. Mc ALEER & CO. 


1422 N. 8th Street 
Philadelphia 22, Pa. 

Please send me information about 
the McAleer: “silent salesman” 


chandisers. 


mer- 


the Boeing Stratoliners or the 
Douglas DC 4s and 6s they expect 
to have in operation shortly, or the 
Lockheed Constellations. Pan- 
American Airlines showed a model 
of the new Consolidated Vultee 
four-motor “pusher” which is ex- 
pected in the near future by sev- 
eral lines,» Since most of the air- 
lines expect soon to be averaging 
300 miles per hour on regular runs, 
display material stressed the new 


(of them were showing models of fort facilities aboard aircraft. Nu- 


merous tie-ins were evident, with 
airlines showing cut-away Wright 
'and Pratt & Whitney engines, and 
propellers made by Curtiss or 
| Hamilton. 

The show, which was an annual 
feature of Daily News promotion, 
/was started in 1936 and continued 


/until the war. An unusual feature | 


|of this year’s fair was a vacation 
| . 

\draft board which “selected” cer- 
|tain veterans and servicemen who 


flying times between cities, and|registered at the fair for free 


much was made of increased com- 


' vacations. 


The net proceeds from | 


| the fair go to the Daily News Vet- 


erans Fund. 

The return of lake steamers was 
a feature of the show. This year, 
for the first time since the war, 
steamers will ply from Chicago 
to Buffalo, Milwaukee, Muskegon 
and other lake towns. In Detroit 
and Cleveland, travel on Lake Erie 
was resumed. 


Steamship Lines Appear 


Also in evidence were steam- 
ship companies, whose return to 
promotion ADVERTISING AGE re- 


Advertising Age, April 15, 1946 


ported in its March 4, 1946, issue. 
Prime emphasis seemed to be on 
Central and South American 
junkets, with Europe principally 
stressed by foreign lines. The 
Orient was not represented, al- 
though the airlines stressed their 
rapid encroachment on the globe- 
girdling business. 

States and tourist associations 
were at work with prewar vigor, 
with Colorado ranchers lolling 
about inside a corral backed with 
a panorama of painted Rockies; 


South Dakota had a tepee and In- 


wien MARDI GRAS— 


BIGGEST SHOW IN THE NATION—WAS ON 


The Mardi Gras parade 


—first since 194 


The majestic voice of Rex was carried over WWL—and the CBS network 
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—was described brilliantly by 


the WWL special events staff and Larry LeSueur and Bill Downs of CBS 
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dians, with a few signs giving fun-; 196,000 lines for five newspapers| months of 1945. Revenue climbed; week” and 


23 


emphasizing their|to handle passenger traffic in vol- 


damental instruction in the Sioux | during the first quarter of 1945) from $692,390 in 1945 to $1,152,- availability on weekends. Resorts|ume, and their copy is aggressive. 


tongue, and Illinois featured its) 
state parks and game and fish con- | 
servation by exhibiting tanks of 
fish and pens of wild birds. 

The News’ travel section an- 
nouncing the fair carried some 
19,478 lines of national advertis- 
ing. This compares with 18,501 in 
1941, the last year the show was 
held. 

Other Chicago newspapers 


showed a similar upward swing. 
Travel copy, which amounted to) 


was up to 312,346 for a comparable 
period in 1946. 

The broad indications are that 
travel and accommodation adver- 
tising are beginning to take their 
old places as leading classifications 
in general advertising linage. For 
a comparable period, magazines of 
all types had compiled 273.21 
pages of travel-accommodation ad- 
vertising during January and Feb- 
ruary of this year, compared to 
177.5 pages during the same two 


621. and tourist accommodations are|As railroads and airlines repos- 


‘hammering away lustily, but tem-| sessed equipment lent to the gov- 
'pering their strokes with warn-|ernment, and developed additional 

Although exact figures are not|ings that reservations must be| facilities, the prospect of easy 
available, the general indications | made in advance and that accom-/|travel opened to the tourist. The 
seem to be that hotel advertising | modations might be scarce. And/railroads in particular are making 


Hotels Seem Cautious 


is not holding pace with other|they speak glowingly of a longer|the most of their selling oppor- 
segments of the travel category. season—‘“it’s delightful tunities, bolstered by the knowl- 
The widespread difficulty in lo-| tember and October.” edge that somewhere behind the 
cating hotel rooms has apparently| Transportation lines, which/barricade of production is $71 
led some hotels to curtail promo- sweated through the war years/| million worth of new equipment, 
tion. Some are stressing their| with a constant demand for which| promised for delivery during 1946. 
tightness at the “first-of-the-| they had no space, are now able en 


in Sep- 


Listeners were transported 


to one of the fabulous 


Carnival Balls by WWL 


New Orleans Open 


WWL used short-wave pick-up to follow the 


Listeners turn to WWL for complete reports of big events 


Golf Tournament 


ee 


eet Posters 


Newspaper Advertisements 


DURANTE: WICRE. SHIR 
FRIDAYS 830 PM 
REXALL ORUG STOR 


Ayers 


Point-of-Sale Displays 


Folks turn first to — 


‘Constitution’ to Include © 
‘The American Weekly’ 


Effective with the July 7 issue, 
Atlanta Constitution, with more 
than 200,000 circulation, will dis- 
se : tribute The American Weekly. The 
Ree aaa franchise for the distribution of 

ae : Puck—The Comic Weekly and The 
American Weekly was taken over 
Jan. 1, 1945, but owing to paper 
‘restrictions, the Constitution had 
only sufficient tonnage to distrib- 
ute The Comic Weekly. Now with 
government restrictions removed, 
both will be distributed. 


A REFRESHINGLY 


DIFFERENT 
The WWL “float” carrying WWL's Dixieland Jazz NEW DIGEST 
Band held a prominent place in Carnival Parade ane Teak 


SPORTS FIELD! 


HAVEN’T YOU WISHED that 
someone would collect the very 
best work of outstanding sports- 
writers from all over the nation 
and offer this sparkling mate- 
rial in a format studded with 
exciting action pictures? 

‘*MAN!” exclaimed the first 
space-buyer to whom we put 
that question, “I'd not only put it 
on schedules, !’D ALSO READIT!”’ 
That's exactly what we have in 


The Illustrated All Sports Digest 
e «© « POCKET SIZE 
ON THE NEWSSTANDS FOR JUNE 


vee 


Typically —WWL was. first on the scene at 
the February 19th explosion 


YES, WE'LL ACCEPT ADVERTISING. 
A limited volume, under top-policy 
restrictions, with first preference for 
advertisers in other Jacobs Sports 
Magazines. 


| TO MODIFY PROMOTIONAL COST, 
a low Charter-Advertiser rate is 
being offered on the first three 
issues. Units for these issues will be 
restricted to full pages. Guarantee 
| will be 50,000—temporary page 
| rate will be $275, one time—$250 
on three-time orders. After the third 
issue, rates will be adjusted to sales. 


WWL 


NEW ORLEANS 


First-issue advertisers will receive a 
10% discount on all subsequent space 
used within 12 months. 


WIRE TODAY FOR AN ADVANCE 
COPY. OR, BETTER: WIRE YOUR 
RESERVATION! 


JACOBS 


SPORTS MAGAZINES 
343 S. Dearborn, Chicago 4, Ill. 


Publishers of the AMERICAN LAWN TENNIS 
and AlIM—for American Industrial Manpower 


The greatest SELLING power 
in the South's greatest city 


50,000 Watts - Clear Channel - CBS Affiliate 
REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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NAT'L ASSN. OF CHAIN DRUG STORES 
TO MEET JUNE 10-11-12 


Manor Richelieu, Murray Bay, Cana- 
da, will house biggest convention 
in Association history. Strong 
business program; top entertain- 
ment. Executives from Albright & 
Wood, Crown, Cunningham, Dow, 
Eckerd's, Ford Hopkins, Gallaher, 
Katz, Lane, Liggett, Owl, Peoples, 
Read, Walgreen, many others, will 
attend. Program and news will be 
featured in Druggist Editions of 
CSA, May, June. Extra copies of 
June issue will be distributed eat 
Convention. To do this, issue 
will close 5 days earlier than 
usual -- May 15. To make this 
important issue, reserve space now. 


SCHOOLING FOR SELLING 


New chain store people get 
"know-how" of selling, older 
hands get helpful reminders, 
thru Sales Training Courses, 
monthly in CSA Variety, Drug- 
gist and Grocery Editions. 


CSA GROCER'S MANUAL GETS 
3,000,000 USES YEARLY 


A récent survey shows that 
CSA July Grocer's Manual is 
used by executives, store 
managers, (clerks, too) 
over 3 million times in 12 
months. Multiple use, ml- 
tiple advertising value 

for your merchandise, Ad 
forms close 6/20. 


is 


- 20 Years of Regularly Reaching 
the Entire Chain Store Field © 
_ with ABC-ABP Paid Circulation © 
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SURPPEO7 Cer nares AER PAPE wRPE NE ETERS 


e¢UReerartoaseeeer liceodiadeetatel 


'sylvania and all Southeastern | 
states east of the Allegheny) 


Se uwereeersae* 


1 


errrrTs add. ya"eaeeneel 
wergcseeste sees 2Ene 


ee 


tr reer tat a 


|treasurer, Herbert T. Hand Jr.,) 


‘of governors, Mr. Hatch, Mr. 
_Hand, and Kenneth R. Suther- 


_the Alleghenies and Rocky Moun- | 
tains): Chairman, Arthur R. 
|Mogge, Arthur R. Mogge, Inc. | 
| (also nominated for member of, 
‘board of directors of the national | 
| organization) ; vice-chairman, Rob- | 
‘ert B. Barton, Batten, Barton, | 
Durstine & Osborn; secretary- 
‘treasurer, M. Lewis Goodkind, 
_Goodkind, Joice & Morgan; board | 


‘ gugrest* S782 QFSIUED 


warceertees Paratha 


a 


_ter Thompson Company. 


_ingston Advertising Agency. Wash- | 


_Gardner; secretary-treasurer, Dan | 


,;pany. Southern California chap- 
|ter: Chairman, Wayne Tiss, vice- 
| president, Batten, Barton, Durstine 
'& Osborn; vice-chairman, Robert 
Lee, Buchanan & Co.; secretary- 
treasurer (reelected), Carl Tester, 
| Philip J. Meany Company. 


|Central council: Chairman, Rob- 
ert E. Grove, Ketchum, MacLeod 4 

& Grove; vice-chairman, Leon D.| iim MANAGER 
Hansen, Batten, Barton, Durstine 
& Osborn; secretary - treasurer, 
William J. Thomas, Ketchum, 
MacLeod & Grove. The Cleveland 
chapter: Chairman, Stanley Patno, 


WARIETY MANAGERS 


8 Separate Magazines “Passing the Information” 


to America’s Chain Store Decision Men 


vice-president, Fuller & Smith & 
Ross; vice-chairman, Newton 
Cross, McCann-Erickson;  secre-|: 


\\ \ M 


tary-treasurer, E. T. Morris, Mel- 
drum & Fewsmith. 


CPR Ngan rokeig PGA 


Advertising Age, April 15, 1946 


MARCH SALES OF CHAIN STORES 


% Gain ———3 month period ———, % Gain 


Regional, Local 


1946 1945 or Loss 1946 1945 or Loss 
| Food Chains 
' ME lis oa etic in _.$ 5,805,258 $ 4,505,384 +28.9 $ 16,850,220 $ 13,707,929 +22.9 
Kroger Groc. & Bak. Co. 39,681,164 — 33.422,924 +19.0 116,675,021 100,759,093 +16.0 
rou § 0 § | National Tea -...... 10,794'750 7071541 452.7 31 109198 21'904'956 +42.0 
Safeway ..... -. 61,391,488  48:775.292 425.9 181,027,066 «144,531,836 +25.3 
. Group Total ...........$117,672,660 $ 93,775,141 +25.5 $ 345,661,495 $ 280,903,814 +23.1 
| Mail Order 
EC icers | *Sears,. Roebuck ...... ..$128,600,90! $ 93,001,786 +38.3 $ 223,662,045 $ 162,903,119 +37.3 
| Spiegel .........--------. 9,580,175 6,946,983 +37.9 20,065,858 14,554,956 +37.9 
| *Montgomery Ward - 78°453'828  65,572:358 +19.6  133.684588 —«*110134.279_ +21.4 
| New York, April 10.—Four re-) Group Total . _....$216,634,904 $165,521,127 431.3 $ 377,412,491 $ 287,592,354 +31.2 
ae eS ee ee Cron acon $ 1,243,904 $ 1,012,639 +22.8 $ 7,205,241 $ 5,955,953 +21.0 
j j ic} | aCrown ery it - m ; } +22. : : : i +21. 
Association of Advertising Agen- p2[ci, 3'498'506  2'980375 +17.4 9'962:243 8'368:169 -+19.0 
cies and five local chapters have} Walgreen .. 11,489,081 9,972,978 +15.2 32,695,383 28,026,455 20.8 
completed elections of officers for | Group Total ...........$ 16,231,491 $ 13,965,992 +16.2 $ 49,862,867 $ 42,350,577 +17.7 
/the coming year. New officers in-| Variety and Miscellaneous 
| clude: Beck Shoe Corp., A. S....$ 3,279,491 $ 3,403,667 —3.6 $ 8,019,471 $ 6,649,701 +20.6 
. ; | Bond Stores ............ 5713079 5.738.168 + —0.4 13'876,004 12,346,620 +12.4 
New York council (New York | Consolidated Ret. Stores. 3,187,627 2,009 821 +127 7 734,848 6.547.733 +18.1 
| | Edison Bros. .... 5058.1 | '599:274  —9.6 12'555.96 11817512 +6.2 
state, northern New Jersey, and | (ren NM. HL 551.638 596.415 —7.5 1' 360,279 1334526 +1.9 
western Connecticut): Chairman,} Grant, W. T..... 17,096,750 HE +13 40,564,083 38 756,220 +4.7 
ice- j ko ae eee 5,779 032 6,336,4 +8, 10,501,674 10,772,975 +2.5 
Robert M. Ganger, vice-president, | 7 tert te’ Dept. Stores. 4.112082 4.649822. 11.4 6.976.200 7541339 +75 
Geyer, Cornell & Newell (also| Kresge, S. S.......... 18,123,209 20,554 177 sN8 48,170, 124 49,385,355 = 
| : Kress, S. H....... 11'235'475 111491366 = +0. 994: | ‘921,185 +7. 
|nominated for member of the| fre. o Mou 7981044 9468736 —16.8  —«+13'717'032,—Ss«*S'126'521 9.3 
| board of directors of the national) McCrory |....... ..  6.041'677 6,483,361 —$8 16,255,514 15,965,556 +1.8 
haietitieaiieeh’ + lnm iid _| Melville Shoe Corp...... 5.576.217 4,617,613 +20.8 12/575. 136 8'704'12!  +-44.5 
organization) ; vice-chairman, Har- | Mi tile Stores’ Co. —-7'311'800~—=«6'437'736 413.6 —«13'861'900 «1 1'073'778 425.2 
(old B. Thomas, Pedlar & Ryan;) Murphy, G. C........ 8.197.490 8,809,615 —7.0 21,175,803 21,098,481 +0.4 
e Neisner Bros. .. - 313395147 37431460 —10. ‘452. ‘534.903 —1.0 
secretary-treasurer (reelected) ,| Nevsner roe jo a8 57594 8666345 9.1 «21290444. ——=«21.206'433. 40.4 
Robert B. Grady, Robert B. Grady) Sterchi Bros. 122.417 $51,288 +103.6 2,681,039 1,339,409 + 100.2 
: Vv Western Auto ......... 8,322,000 4,044,000 + 105.8 Zales 11,084, +100.4 
Company; board of governors Woolworth, F. W 40'000'689  42:911839 +68  106.979'618 —-105:905'169 +1.0 
| (two-year term), Mr. Thomas, L. pee iss 
Stanford Briggs of McCann-Erick-| Group Total $169,786,476 $173,895,763 —2.4 $ 419,955,106 $ 394,111,541 +66 
° . | —— 
son, and George O. Muir of Muir) Combined Total .......$520,325,53! $447,158,023 +16.4 $1,192,891,959 $1,004,958,286 +18.7 
& Co. 


*Two month period. 


Atlantic council (eastern Penn- | = 4sjx month period. 


: : . |peing advertised for the first time 
Mountains): Chairman, Howard A. | Promotes Hair Rinse ‘in Ontario dailies. Baker Adver- 


Medhold, partner, Aitkin-Kynett H. Q. Z. Hair Rinse, product of |tising Agency, Toronto, is the 
Company; vice-chairman, Wesley |H. Q. Z. Laboratories, Toronto, is !agency. 

M. Ecoff, Ecoff & James; secretary - 
treasurer, Frank Murphy, Geare- 


Marston; nominated for member 
of the board of directors of the GREAT 
national organization, Lee A. 


Hood, Richard A. Foley Advertis- 


ing Agency. * 
New England council (New 
England states except western | 


Connecticut): Chairman, Elmer S. 
Horton, Horton-Noyes Company 
(also nominated for member of | 
the board of directors of national | 
organization); vice-chairman, | 
Frances W. Hatch, Batten, Bar-| 
ton, Durstine & Osborn; secretary- | 


H. B. Humphry Company; board 


land, Sutherland-Abbott. 


Mogge Elected Chairman 
Central council (area between 


of governors, Mr. Goodkind, Henry 


G. Little of Campbell-Ewald Com- | 
pany, and Ward Weist of J. Wal- 


Northern California chapter of | 
the Pacific council: Chairman, | 
Charles H. Ferguson, vice-presi- | 
dent, Batten, Barton, Durstine & 
Osborn; vice-chairman, L. C. Cole, 
L. C. Cole Advertising; secretary- | 
treasurer, W. C. Day, Leon Liv- 


ington chapter: Chairman, Trevor 
Evans, Pacific National Advertis- | 
ing Agency; vice-chairman, Win. 
Cline, Botsford, Constantine & 


2000-Copy Bonus Pushes Effective Reader 
Cireulation Up to More Than 18,500 


One hundred percent coverage of the key buying per- 
sonnel of all the worthwhile Variety Syndicates is what 
you get when you use the SYNDICATE STORE MERCHAN- 
piser. And we are still in the process of gradually 
increasing our coverage of worthwhile Variety store 
companies as they measure up to our circulation re- 
quirements. We are now delivering a bonus circulation 
of well over 2000 copies. 


C. Madden, Honig-Cooper Com- 


*Largest coverage at lowest 
cost any way you figure it! 


“SHOOT FOR THE 
SIDE POCKET” 
OF EVERY 
VARIETY STORE 


The Pittsburgh chapter of the 


YNDICATE STORE 


MERCHANDISER 


79 Madison Ave., New York 16, N.Y. 


HEADQUARTERS FOR VARIETY STORE MARKETING DATA 


—_——_—_—_—__—__» 
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Predicts Annual 


Frozen Food Sales 
of 30 Billion Ibs. 


Chicago, April 10.— In the next 
few years, annual consumption of 
frozen food will jump to some 30 
to 40 billion pounds, George W. 
Meek, president of Frozen Food 
Foundation, told the Edison Elec- 
tric Institute here last week. He 
based his estimates on _ recent 
studies showing startling increases 
in annual frozen food consumption 
of families who had frozen storage 
facilities, and on tripled locker 
plant facilities, which he believes 
may reach 30,000 plants by 1960. 

Recent studies of average - in- 
come American families whose 
homes have been equipped with 
small storage freezing units, re- 
vealed that these families in- 
creased their annual consumption 
of frozen foods from $5 per year 
to $225. He insisted that the basic 
competition is between frozen 
foods and fresh foods, according 
to these studies, and not between 
frozen and canned food, as might 
be assumed. 

Still barring the way to frozen 
food expansion is the limited num- 
ber of locker plants in existence. 
Currently, only some 7,000 are in 
operation; these are principally in 
the midwest farm belt and in the 
Pacific Northwest. The industrial 
East and the New England states 
have comparatively few. The Pa- 
cific Northwest was the cradle of 
the frozen food industry, which 
spread fairly rapidly into the pre- 
dominantly agricultural midlands 
because it offered an inexpensive 
means of preserving meat and 
vegetables for the farmers who 
grew them. It is reasonable to ex- 
pect, Mr. Meek said, “that the 
greatest number of new locker 
plants will be constructed in the 
East, where there is a huge po- 


infant industry will interest mar- 
keting men. Last year, 50% of all 
frozen food prepared in the United 
States was prepared and packed 
in three states, Washington, Ore- 
gon and California. This obviously 
demands considerable transporta- 
tion facilities to handle the frozen 
food between its source and the 
storage depots and markets in the 
Midwest and East. Mr. Meek does 
not expect the percentage of frozen 
food packed on the West Coast to 
increase. ‘Rather, we expect that 


sections of the country will par- 
ticipate,” he said. 


New Agricultural 
Magazine to Bow in May 


The first issue of the new 
monthly, Agricultural Chemicals, 
published by Industry Publica- 
tions, New York, is scheduled for 
mailing on May 1. The magazine, 
which will contain 68 pages in its 
first issue and will go to a list 
of 4,000, covers the fields of weed 
control chemicals, agricultural in- 


stock dips and sprays, soil treating 
materials and rodenticides. 

Ira P. MacNair is editor of the 
publication, Wayne E. Dorland, 
associate editor, and Lawrence A. 
Long, managing editor. 


ABC Adds 14 Members 


Audit Bureau of Circulations, 
Chicago, has added the following 
advertising agencies to its mem- 
bership: Thornton Purkis Adver- 
tising Agency, Toronto, and Hill- 
man-Shane-Breyer, Los Angeles, 
Cal. Twelve advertisers have also 


25 


“Cover Catholic ! 
Schools, Churches, 
and Institutions 


135 W.WELLS ST., MILWAUKEE 3, Wis. 


as facilities become available, other | secticides, 


fungicides, fumigants, 


been added. 


tential market.” | 
Sees More Locker Plants 


These 7,000 locker plants will 
mushroom to between 20,000 and! 
30,000 during the next 14 years, 
Mr.. Meek believes. The two mil- 
lion families, most of them rural, 
who now benefit from the locker 
plants will be substantially in- | 
creased by city dwellers. 

One further facet of this husky 


sell 


Durham 


county's 


100,000 


| 
Represented by Howard H. Wilson Co. | 


YOU'LL FIND FURNITURE 


Los Angeles is America’s fourth greatest 
producer of furniture and finished wood 
products. However, this is but one of the 
nine major industries in which this area 
ranks nationally from first to fourth... 
cach a well carned ‘crown’ in the empire of 


nationwide industrial production. 


Industrial employment in Los Angeles’ more 
than 7500 factories stands at 79 per cent 
above the 1939 level. In the United States 
as a whole, such employment was up 21 per 
cent at the close of 1945. This is indic- 


ative of Los Angeles’ industrial firmness. 


vos ANGELES INDUS 7p, 


WEARS CROWNS 


In this area retail sales are 119 per cent 
above prewar as compared with the national 
average increase of 78 per cent. Building 
activity here exceeds 1939 by 167 per cent, 
as contrasted with a 21 per cent increase 
for all of the United States. Today, as for 
the past half century, Los Angeles is 


continuing its rapid upward pace. 


Los Angeles is the nation’s third largest 
and richest single county market where 
over 40,000 more families regularly read 
the Herald-Express than any other daily— 


a fact which simplifies choice of media. 
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ROTARY PRESSWORK AVAILABLE 


Our paper resources are exhausted, but we can furnish rotary letterpresswork 
to publishers, advertisers or printers who can supply their own paper, and fit 
their needs into our present scheduled operations. 


Our presses deliver one-color, folded signatures as follows: 


32-page, or double 32s, 32 or 64-page 9/4" x 32-page, 5!/." x 8" un- 


7" x 10" untrimmed, 11/2", untrimmed, max- ‘ d : 
maximum type page imum type page 47 x 63 trimmed, maximum type 
35 x 52 picas. picas. page 25 x 40 picas. 


We are located within 500 miles of Chicago on main-line railroads. 


We invite ane. which we will treat with the confidence we would expect 
from you, and expect to exchange suitable references. 


Box 6469, ADVERTISING AGE, 100 East Ohio St., Chicago 1, Ill. 
SSSR RR NT A RR SSE ee ma, 


Rayner Launches 
Super ‘Puff Sheet’ 
af $180 a Year 


‘American Culture’ to 
Feature 'Storyized' 
Advertising 


New York, April 10.—Although 
the price will be $180 a year, Life 
and the Ladies’ Home Journal, 
with only 4,000,000 or 5,000,000 
circulation each, may well look to 
their total readership laurels, for 
Earl Clemens Rayner’ expects 


nearly all of the initial 10,184 
copies of his de luxe monthly, 
American Culture, to have 1,000 
readers each, or a combined read- 
ership of about 10,000,000. 

Mr. Rayner, president of Rayner 
Publishing Company, can figure 
initial “sales” pretty closely be- 
cause .the 11x14, 200-page . book, 
to be introduced in September, will 
start on a controlled circulation 
basis. Of the initial 10,184, he 
said, 8,298 will go to Carnegie 
libraries in communities through- 
out the country, 1,886 to univer- 
sity and college libraries, and an 
estimated 1,000 to individuals. 

If a library hasn’t the money 
to pay for the book, Mr. Rayner 
expects some public spirited citi- 
zen there to do so. He is not 
encouraging individual subscrip- 
tions, because obviously it’s better 


HE sons and daughters of the American 

farmer ...tomorrow’s farmers... are train- 
img for their future as enthusiastically as any 
other youth in the land. 


Children of Colossus of the Crossroads, these boys 
and girls are witnessing a revolution in farming. 
They don’t harness their horsepower; they throw 
it into gear! They’re planning for an even more 
efficient, and pleasurable, farm life. 


The 4-H Clubs and ‘*Future Farmers of America” 
are evidence of their ambition and enthusiasm. 
In their zeal to improve the nation’s agriculture, 


they look to Country Gentleman and its complete 
coverage of farm news for ways and means. 


Country Gentleman considers it a vital part of 
its program to report regularly on 4-H and FFA 
activities ... to offer inspiration and incentive to 
farm youth . .. to slant many special features 
toward these youngsters, month after month. 


Country Gentleman’s attention to tomorrow’s 
farmers, these younger members of the family, 
is another reason why this magazine is consid- 
ered a “‘must”’ on America’s top-half farms .. . 
the farms with over four-fifths of the national 


farm income. 


— = 


NATIONAL SPOKESMAN FOR AGRICULTURE 
A CURTIS PUBLICATION 
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to have 1,000 than a half-dozen 
readers per copy. 


Ads Will Be ‘Storyized’ 


Delivery will be by Western 
Union messengers. This removes 
the necessity of second class mail 
entry. Thus American Culture will 
get longer life by removing date 
of issue from the cover and by 
dropping “Advt.” from paid ma- 
terial, as required by mailing 
laws. 

Mr. Rayner told AA that “there 
will be no distinction between 
editorial material and advertising 
in the book,” which will feature 
paid “storyized advertising” in edi- 
torial form. There will be no dis- 
play advertising, as such, and the 
“storyized” advertising will ap- 
pear as editorial material. 

Although “all our contents could 
be advertising,’ Mr. Rayner said 
that the paid part will be con- 
fined, at least at the start, to 
about 50 of the total 200 pages. He 
expects entire industries to em- 
ploy this means to tell their 
“story,” and is working, not 
through advertising agencies, but 
public relations managers of com- 
panies and associations. Despite 
the price of $180 a year, or $15 
a copy, advertising would pay 
most of the costs. 

He would not reveal advertising 
rates, but stated that they had 
just “been increased.” 


O’Shaughnessy on Staff 


Editorially, the magazine will 
“oppose subversive forces ram- 
pant in the country by portraying 
. . +. Our country’s great cultural 
accomplishments as an inspiring 
brief for the continuance of our 
only real national ‘ism’—‘Ameri- 
canism.’” The first issue will fea- 
ture reproductions of 32 of the 
Andrew Mellon paintings on ex- 
hibit at the National Art Gallery 
in Washington. 

James O’Shaughnessy, former 
secretary of the American Associa- 
tion of Advertising Agencies, is 
chairman of the editorial board, 
and Arthur M. Nowak is art edi- 
tor. A decade ago Mr. Rayner 
published Advertising Agency, a 
flossy magazine which survived a 
few issues. He also publishes 
Postwar Digest, a 25-cent monthly, 
and soon will introduce Gentle- 
men, at 35 cents. 


Transfers Account 


The outdoor poster account of 
Bruckman Breweries, Cincinnati, 
will be transferred to the S. C. 
Baer Advertising Agency, Cincin- 
nati, after April showings. Baer 
now handles the newspaper and 
radio advertising of the brewery. 


Kelly Promoted 


J. Robert Kelly, assistant to the’ 


president of Manning, Maxwell & 
Moore, Bridgeport, Conn., has been 
appointed executive vice-presi- 
dent. 


CANNOT BE SOLD 
FROM THE OUTSIDE 


Concentrated Circulation 
Gives Enduring Results 


92% Home - carrier - delivery and 

73% Bayonne family subscription 
gives us a unique ability to 
get you enduring results in a 
community we have been 
serving for 76 years. 


THE BAYONNE TIMES 
NEW JERSEY 


BOGNER & MARTIN 
Sales Representatives 
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"Some people may think we writers don't care where our stuff 
goes, so long as we're paid for it. But they're dead wrong. 
To me the people I write for matter a lot. Pictorial Review's 


audience, for instance, is the kind I like to write for-- 
because I know how eagerly they grab it every Sunday and how 
intensely they're interested in everythjng in it." 


¥ -* 
Take ‘Bugs’ Baer’s word for it—or get-.it in black and white in the new nationwide 
Daniel Starch survey. Either way, the answer's the same—Sunday Pictorial Review 
delivers a consistent, cover-to-cover, page-after-page intensity of readership that 
lifts every ad’s pulling power to topnotch levels. 


Win that kind of readership from 5,750,000 
SU AY families in 10 of America’s top markets— 
- and your program packs salespower! 


L REVIEW 


covering almost 6 million families in 10 major markets through the Sunday Issues of: 


New York Journal-American Detroit Times Los Angeles Examiner 
Baltimore American Chicago Herald-American San Francisco Examiner 
Pittsburgh Sun-Telegraph *Milwaukee Sentinel Seattle Post-Intelligencer 


Boston Advertiser 
(“Milwaukee Sentinel represented individually by Paul Block & Associates) 


Represented Nationally by HEARST ADVERTISING SERVICE 
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Experts Map Plans © 
for Media, Opinion 
Research Program 


Seek Answers to ‘Who 
Says What to Whom, 
with What Effect?" 


Philadelphia, April 10.—A panel 
of experts and students of public 
opinion and propaganda, meeting 
at the American Political Science 
Association convention here, dis- 
cussed ways and means of probing 
into the anatomy, physiology and | 
psychology of Kipling’s “six hon- 
est serving men” in their field: 


“I have six honest serving men | 
(They taught me all I knew) 
Their names are How and Where | 

and When } 

And Which and What and Who.” | 


Under the chairmanship of Har- 
wood L. Childs, editor of Public 
Opinion Quarterly and professor 
at Princeton University, the panel 
met to consider priorities in the 
broad areas of research into the 
effects, use, barriers, content, own- 
ership and control of mass com- 
munications. 

Dr. Childs submitted an outline 
of research fields divided into five 
parts: (1) place, time and media 
studies of the effects of communi- 
cations; (2) place, time and media 
studies of the use of communica- 
tions by government agencies, 
pressure groups, etc.; (3) studies 
of the barriers to the free flow of 
communications; (4) studies of the 
content of communications and 
media with special emphasis on 
balanced presentation of all sides 
of controversial issues; and studies 
of the ownership and control of 


Mt. Everest is the highest 
mountain in the world, 
but if the Himalayas are 
ever offered for sale, 
somebody will promote 
the smaller peaks as “a 
better buy” .. . Remem- 


ber that, when you buy | 
| 


newspaper space in the 
City of Washington. 


Editor and Publisher 


TIMES-HERALD . 243,902 | 
The STAR . 207,859 | 
The POST . 168,345 
The NEWS . 105,231 


as of September 30, 1945 


Times BaHerald 


WASHINGTON, D. C. 


National Representative 


GEO. A. McDEVITT CO. 


media and the relationship of own- 
ership and control to effects, use, 
barriers and content. 


The Experts Don’t Agree 


Other experts out of a total of 
70 surveyed by mail before the 
meeting disagreed with his classi- 
fication, and suggested other prob- 
lems for study. He cited the sug- 
gestion by Edward L. Bernays, 
New York public relations counsel, 
that the scientists study the re- 
lationship between the public re- 
lations counsel and his client, in 
an attempt to discover where, how 
and why the expert adviser failed 
in getting his advice across to the 
client. 


Mr. Bernays’ suggestion was 
amplified by Jesse MacKnight, 
U. S. State Department, who said 
that on the basis of ten years’ ex- 
perience in Washington he has 
concluded that one of the biggest 
problems confronting the expert 
on public opinion and propaganda 
is that of communicating the re- 
sults of his research to the people 
who could use it. Mr. MacKnight 
said that the techniques of re- 
search and analysis are far ahead 
of the ability of the expert to 
translate and sell his results to 
the user. 

James McCamy, director of the 
Office of World Trade Policy of 
the U. S. Department of Com- 


merce, stressed the importance of 
studying the economic and social 
environment in which communi- 
cations take place and the rela- 
tionship of major social trends to 
the field. A more radical approach 
was reported by Dr. Childs as 
having been suggested by Prof. 
Robert S. Lynd of Columbia Uni- 
versity. Dr. Lynd said that the 
principal area of research should 
be into class bias in the owner- 
ship and control of media, a bias 
which, he said, “reflects a contra- 
diction between political democ- 
racy and capitalism.” 

Ruth Inglis, of the Commission 
on the Freedom of the Press, de- 


fined the area in which studies 
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should be concentrated in a more 
Kiplingesque fashion. She _ said 
that research in the field should 
attempt to answer the question: 
“who says what to whom and with 
what effect?” 

Using the term “press” to in- 
clude movies, radio, television and 
facsimile as well as newspapers 
and magazines, Miss Inglis pointed 
out the importance of fiction and 
images in creating and influencing 
public opinion. The press, through 
fiction, she said, acts as a trans- 


mitter of the images, stereotypes . 


and ideas which set the basic goals 
and values of our society. In addi- 
tion, the press should act to dis- 
seminate accurate information 


ee 


CORSET and undersea 
REVIEW 


NO. | OF A SERIES — 
HOW THE HAIRE MERCHANDISING PAPERS 
SERVE THE MERCHANDISING WORLD 


the round table © 
| that covers the “Sg 
merchandising world 


Around this table are gathered more than a hundred seasoned merchandising 


interpreters ... the men and women who comprise the editorial staffs 


of the nine Haire Merchandising Papers. This Editorial Round Table is the 


clearing house of ideas, facts and trends gathered first hand 


from America’s marketing centers. Here are distilled the underlying 


currents that preface the merchandising thought of tomorrow. 


This widely experienced group constructively analyzes and interprets 


; nationwide developments in merchandising and translates for 


each Haire Specialized Merchandising Paper the 


significant trends in that specific market. That’s why each Haire 


publication is the accepted authority in its field—enjoys 


the profound reader confidence that carries over 


NOTION & NOVELTY 


from the editorial to the advertising pages. 


—Bga——— 
‘Wii a MERCHANDISING PAPERS 
———— ee 


omens FASHION tiie toes nen : 
' ACCESSORIES INFANTS’ and = ET eae 
, peacncselait ad pS. 
CHILDREN'S WEAR} | caruer coops 


Information Headquarters for Nine Major Markets 


_TH 
HOUSE FURNISHING [- 
REVIEW - 
— CROCKERY Fo , Linens & 
AFURNISHINGS 0 GLAS Som bua Domestics 
Merchandising ~ 
New York * Boston * Pittsburgh + Chicago * Detroit ° 


in 
HAIRE PUBLISHING COMPANY 


1170 BROADWAY, NEW YORK 1, N. Y. 


St. Louis * Los Angeles ~ Atlanta * london 
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whose source is indicated andjoutline. Under “effects” he sug-|cost and time and space limita- 


which is presented in a balanced| gested such studies as the ‘tech- tions, etc. Under “control” he sug-| field. 


style. It should also, she said, op-|niques of propaganda of specific | gested surveys of interlocking pol- 
erate as a carrier of opinion, in| groups, studies of “the impact of|icy and ownership among media, 
which all opinions on important | polling data on Congress and offi-|changes in media ownership and 
issues are presented to the citizen,|cers of the federal government,” | psychological 
and the role of specialized media | owners. 
such as trade journals, dispatches/|cluded such subjects as the rela- 
and “off the record” statements in|tionship between the laws of libel 
and slander and the content of 
field should be directed toward Under “use,” he suggested|media, studies of the relationship| games this year. Arrangements 
setting up standards of perform- | studies of the costs of using various | of individual departments of media 
ance for the press, and should;media, the use of media by pro-|and their influence on each other, 
show where and how the press | fessional public relations counsel-|and the relationship between edi- 
furthers or impedes democratic|ors, economic organizations, and/|torial opinion and public opinion. 

After a lengthy discussion of the 
ethics of the press, Dr. Childs told 
the panel that he would redraft 
his outline and conduct another 


for democratic discussion. 


Has Specific Projects 
She said that research in the|influencing opinion. 


goals. special interest groups. In the cate- 

Dr. Childs indicated specific) gory of “barriers” he put such 
projects which he thought could| subjects as the policies of media 
be carried out under his general! owners, policies of news agencies, | 


of media 
“content” he in- 


the Yankee Network. 


survey of leading experts in the 


Atlantic Refining Sets 
‘46 Baseball Broadcasts 


For the 11th consecutive season, 
Atlantic Refining Company, Phila- 
delphia, will sponsor broadcasts of 
major and minor league baseball 


have been made to air all home 
games of the Philadelphia Ath- 
letics and Phillies on WIBG,. and 
all home games of the Boston Red 
Sox and Braves on WNAC and 


Home and road games of the 
Pittsburgh Pirates will be pre- 
sented on WWSW, and all games 


The editorial resources of the entire group of Haire 
Merchandising Papers intensify the strength of each 
individual Haire Paper. In the specialized field of 
Housewares and Appliances, HOUSE FURNISHING 
REVIEW is serving merchants who are geared to sell 
many millions of dollars of household equipment 
to meet the pent up demands of consumers. 


Send for our complete fact folder. 


QUICK FACTS... 


HOUSE FURNISHING REVIEW HAS 
BEEN THE RECOGNIZED AUTHOR- 
ITY IN THE HOUSE FURNISHING 
FIELD FOR MORE THAN 53 YEARS. 


Provides intensive coverage of re- 
tailers of housewares and appli- 
ances ,..department stores, house 
furnishing stores, furniture stores, 
hardware dealers, chain store 
buying headquarters and mail or- 
der houses... and the whole- 
salers and manufacturers serving 
the house furnishings trade. 


Edited since 1931 by Julien Elfen- 
bein, assisted by a picked staff of 
specialized market editors, and 
field correspondents in all princi- 
pal market centers. 


A special staff of experts compile 
and edit the industry’s annual in- 
formation book, HOUSE FURNISH- 
ING REVIEW DIRECTORY. 


_ ABC CIRCULATION NOW OVER 


8,000 MONTHLY AND STEADILY 
GROWING. SUBSCRIPTION RE- 
NEWALS AVERAGING OVER 80%. 


Averaged 126 pages of advertis- 
ing per issue on housewares, ap- 
pliances, and related merchandise 
in 1945. 


HOUSE FURNISHING REVIEW 


One of the 9 Haire Merchandising Papers 


1170 BROADWAY, NEW YORK 1, W. Y. 
Telephone: MUrray Hill 3-8700 
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of the Baltimore Orioles will go 
on WITH. N. W. Ayer & Son is 
the agency. 


Brown Opens Agency 


D. E. Brown, former advertising 
and publicity manager of the Con- 
solidated Sewing Machine Com- 
pany, New York, and in the ad- 
vertising field for 22 years, has 
formed an advertising agency and 
commercial art studio at 228 
Varick St., New York. Mr. Brown 
was at one time advertising man- 
‘ager of James McCreery, New 
York department store, and the 
Namm Store, Brooklyn. No an- 
nouncement on accounts has been 
made as yet. 


Avery, Walker Named 


R. J. Avery and Frank de B. 
Walker have been appointed vice- 
presidents of Ronalds Advertising 
Agency, Montreal. Mr. Avery has 
been a director of the agency for 
the past two years and manager 
of the Toronto office since 1936, 
where he will continue his opera- 
tions. Mr. Walker, recently re- 
turned from overseas duty in the 
RCAF, will make his headquarters 
in Montreal. 


‘ 
‘ 


High among America’s chief hob- 
bies is photography which keeps 
many millions of people peering 
through view-finders at everything 
from turtle tracks to voluptuous 
blondes. With a sizable number 
of these enthusiasts residing in 
KFI’s listening area, this station is 
inaugurating a “CAMERA CLINIC” 
on their behalf. Commencing 
April 18th, photography bugs are 
invited to gather at KFI’s Studio A 
every Thursday at 7:00 p.m. to 
compare notes on the art and have 
a couple of hours of innoxious fun. 


meeting will be recorded for broad- 
cast on Saturday at 1:30 p.m. John 
Hiestand who announces the Kay 
Kyser program, is official host for 
the “CAMERA CLINIC” and if he 
doesn’t miss his guess something 
like a thousand photographers will 
show for the initial conclave. When 
the “CAMERA CLINIC” really gets 
rolling KFI’s Commercial Man- 
ager, George Whitney, is likely to 
offer the Saturday broadcast for 
sale on a participating basis. For 
details call our Sales Department 
or Edward Petry. 


ANOTHER CITATION 


In the Radio Editors of America 
Poll conducted by Billboard Maga- 
zine last month, Station KFI’s 
“YOUNG ARTISTS COMPETITION” 
and “HOLLYwooD BOWL AUDI- 
TIONS” were dubbed as exceptional 
programs broadcast in the public 
interest by editors voting in this 
vicinity. 
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CLEAR CHANNEL 


NBC for tos ancetes 


Represented Nationally by Edward Petry and Company, Inc 
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Bosin Joins MBS 


Fred Bosin, formerly promotion 
manager of WNBF, Binghamton, 
N. Y., has joined the sales promo- 
tion staff of Mutual Broadcasting 
System, New York. 


Appoints Peck 
Charles E. Peck, formerly with 
West-Holliday Company, New 
York, has been appointed national 
advertising manager of the Tele- 
gram-Gazette, Worcester, Mass. 
Vs oe 


at J rr i oy 
So oo 


sy) 


xe 
oy oe ses 


% an? 
ae sm, 
2 corre Chap 
ee. co aS y acd 
a Gog One aeh Vs \ © 
ov Pr ae 90 
wwe aa are “Ne wn at a ‘ “ 


o> {0% 2 
es” a? Th ° Cre Ee gh® ve * Ke re) 
. wh el? 3309 ne Ose es | O08! 
> ex? 
oe 08 
ot 


A 
| THE wpe 


yer ov gs an . 
@ AY D \ eo 
xp® 7@ 


, we \ 
Ng PAS 
9% os ron Ss 
$- IS a4 ‘as? N 
oe esehg\ 
.. 3 A02 
ms A 
oor aot 
. ae Aye ye 
m ape < ov v 
% C2 as. 
eats PAS 30 
°. io pres no 
. alt 
ov? G ° oh a?) 
a OS <3? 
Sry A ¥ T r bs 
ev S » 
v et 
: Ye ; oo wnt 
‘ \ a TOTAL ADVERTISING, YEAR 1945 a fe 
> a " . 
s *\ GAZETTE eee 8,342,999 lines Ps o 
ee \ 2 ae 
“oo) 2nd PAPER . 7,693,316 - 
HPF ge 
Or Ao 
. o°| GAZETTE LEAD 649,683 
‘ a) 
“a bot OFFICIAL MEDIA RECORDS FIGURES X 
= Pek 
¥ . 
ooo] ~REYNOLDS-FITZGERALD, Inc., Natl. Representatives . 
7 a 
2 
& 3) ~ 
Hoey Po cet PY oo J Aue 
i sore - “\ He xoe ggek ® aX 
© og is OT Head yoko \se 
10, e750 ee Hue © i. & “ 
we. wong oO py AY ov ath 
2: t > < et oe yer? 
AON Kot? @ ‘ 
pe © aa” +et . 
of e® yet goo cot 
e n \ A Ss ¢ 
2 ‘AS © > e> * ver a 
$ es 10 \\ % soa ae* es Oo a” 
ew : AS “ ee 49 AS y aes 
\ oe OP Peta M0? 00° \ a 
g Ber oven OP oe oe VO giPayoh™” g0P ve \ ah? 
BARN) a ae er 
xc a ‘ 
\x} wv s \ ene gr? ¢ a ord oe ne HF s\i 
& < ° aa" Mad ape ccy Lat “eyo Cee! 


Superb Artcopy 
from Kodachrome! 


Again and again our customers tell us that ours are the only 
Kodachrome prints that consistently possess those qualities needed 
in artcopy for fine printing plates. 


Our many repeat orders tell us, more forcibly than words, that 
these users of color have found it better to work from our Chromart 
Prints than from Kodachrome transparencies. Our clients are 
major agencies, national advertisers, engravers and litho houses 
from coast-to-coast! 


Custom-fabricated to the size needed to fit your artwork, Chromarts 
make a dramatic presentation. Being on paper, they can be re- 
touched as desired. Best of all, platemakers obtain optimum repro- 
duction from fine “flat copy.” 


Chromarts, sir, are backed by 8 years of making color prints that 
are right for platemaking. Priced from $44 to $100. Write! 


Frank Miller Laboratories 
FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 


Two Railroads Ask 


Ad Readers 
to ‘Name the Train 


New York, April 9.— It wasn’t 
cahoots but it was certainly coin- 
cidence when the advertising de- 
partments of two of America’s rail- 
roads hit upon the same advertis- 
ing technique, and selected March 
in which to break the copy. 

A couple of weeks ago Norfolk 
& Western Railway, Roanoke, Va., 
scheduled 33 dailies and 87 week- 
lies in Virginia, West Virginia, 
Ohio, North Carolina, and Mary- 
land to announce a $750 cash con- 
test in which entrants were asked 
to pick the winning name for the 
new N&W streamliner to run be- 
tween Norfolk and Cincinnati. The 
railroad used two advertisements 
in all dailies and one in weeklies, 
with first ad scheduled for 1365 
lines in all papers, and second ad, 
672 lines in dailies. 

The contest lasted a week, and 
drew more than 100,000 replies, 


f 


site 


R. R. Horner, manager of the ad- 
vertising department, told Apvrer- 
TISING AGE. The campaign was 
handled direct by the company. 

Another name-the-train contest 
is now being advertised for seven 
weeks, beginning late last month, 
in about 60 Sunday metropolitan 
newspapers—from Denver to Pitts- 
burgh and Minneapolis to New 
Orleans by the Louisville & Nash- 
ville Railroad Company and the 
Nashville, Chattanooga and St. 
Louis Railway. Actually this is 
a double contest to name two new 
streamliners (St. Louis to Atlanta, 
and Cincinnati to New Orleans) 
with cash awards totaling $3,500. 
It is being handled by W. J. Smith 
Company, Louisville. 


Hunt Appoints Lewin 


Philip A. Hunt Company, Brook- 
lyn, manufacturer of chemicals, 
has appointed the A. W. Lewin 
Company, New York and Newark, 
to handle its advertising. Trade 
publications, direct mail and spe- 
ee promotional material will be 
used. 


Advertising Age, April 15, 1946 


Auto-Lite to Support 
Traffic Check Drive 


The national program of the 
Police Traffic Safety Check, which 
is being launched by the Interna- 
tional Association of Chiefs of 
Police and supported by the Elec- 
tric Auto-Lite Company, Toledo, 
will be announced over the Auto- 
Lite radio show May 11 and four 
times during the Traffic Check 
special safety messages from Auto- 
Lite dealers will be given by Dick 
Haymes, star of the show. 

In addition, posters will be dis- 
played in all’ Auto-Lite manufac- 
turing plants and safety leaflets 
will be distributed throughout the 
nation urging motorists to “Check 
your Driving . . Check your 
Car .. . Check Accidents.” The 
Traffic Check will be opened May 
15 and continue through July 11. 


Joins Standard Mill 


Lyman A. Merrill, formerly with 
General Electric Company, Schen- 
ectady, N. Y., has been appointed 
manager of the electrical sales de- 
partment of Standard Mill Supply 
Company, Pawtucket, R. I. 
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How to make 700,000 women a month? 


buy a new kind of magazine . . . 


Fill it with superb illustrations like those in Iii Noman —by Artists 
Noted as the Best_in the Business. 


out of her special needs. 
ree A se gp or women. It is filled with 


Japs Woman 


The Young - Woman’ s Service Magazine 


It’s the ae 


eatures that matter to them . 


Fawcett Publications, Inc., 
295 Madison Ave., 
New York 17, N. Y. 

World's Largest Publishers 

of Monthly Magazines 


*TODAY’S WOMAN is the magazine for the young homemaker — it grew 
service magazine ever edited specifical 


green 


l, everyday things. TODAY’S WOMAN is bought, and read, and used 


. it’s their favorite. 


Random Rol 


\.Call from Rece 


be notably smart 7 homemakers, because it’s smartly aware of their 
needs. It’s theirs . 
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Dick Ads never get lost in a deep red That magic has given parade 

pe dis- valley when you put them in leadership in readership. It keeps. 

ror ae parade. Why? Because parade has parade’s 3,000,000 families in 19 ker 

out the leadership in readership from first page markets alert and responsive to 

your to last. every advertising page. 

d Mas parade’s arresting power is skillfully Ask the nearest parade 

sal built into every issue—around representative to prove how leadership 
non-controversial subjects of in readership hammers down sales cost. 

Bam universal interest. Write parade, 405 Lexington Ave., 

pre parade is more than a Sunday New York 17, N. Y.—135 So. La Salle 

Supply magazine. Its pictures are more than St., Chicago 3—3975 Penobscot 
““illustrations.’’ Each parade story is a Bldg., Detroit 26—-Or Keenan & 
“motion picture in print’’—combining Eickelberg, 235 Montgomery St., San 
the compelling appeal of the screen Francisco 4 and 411 West Sth St., 
with the lasting influence of the ' Los Angeles 13. | 


printed page. 
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LEADE 


SHIP IN FEADERSHIP AT LOWEST COST 
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April Issue the Largest 


The April issue of Modern 
Plastics, published by Modern 
Plastics, Inc., New York, contains 
346 pages of advertising and 100 
pages of editorial material, mak- 
ing this the largest regular issue 
of the publication. This does not 
include the annual Modern Plastics 
Encyclopedia. 


Appoints Skinner 

Merrill E. Skinner, who has re- 
signed as vice-president of the 
Buffalo Niagara Electric Corpora- 
tion, has been appointed director 
of sales of the Union Electric Com- 
pany of Missouri. He will head 
planning of sales and promotional 
advertising. 


Rejoins ‘Parents’ * 

Abraham Schwartzman, recently 
released from the Army and prior 
to that script writer for Parents’ 
True Comics, has been appointed 
editor of Sport Stars, published by 
Parents’ Institute, New York, and 
sports editor of several other boys’ 
magazines in Parents’ Junior 
Quality Group. 


1'2 MILLION TOP-FLIGHT 


SALESMEN for you every 
Sunday in ‘am. PACIFIC 


SAN FRANCISCO 
EXAMINER 


LOS ANGELES | 
EXAMINER 


* 


There’s a two-fold growth taking place in the rich 

Pacific Coast market; there’s an inward growth as new indus- 

tries expand their payrolls and an outward expansion beyond 
, the Pacific’s horizon. Now as always Sunday newspapers pack 
the big selling-through-advertising load; now as always, the 
“BIG 3” completely dominate this Sunday market by reaching 
over 1,500,000 families at a fraction of a cent per reader. 


YOUR CHOICE OF POSITION IN THE FOLLOWING SECTIONS 


Main News, Sports, Smart Set 


SEATTLE 
POST 


At a Preferential Group-Rate, with just one order, one operation! 


EXAMINER 


INTELLIGENCER 


LOS ANGELES 


Advertising Age, April 15, 1946 


Business Editors 
See Production 
at Peak in June 


New York, April 10.—Rapid re- 
covery in most industries, follow- 
ing reconversion and a wave of 
strikes, will cause production of 
consumer goods to approach an 
early postwar peak in June, unless 
new labor disputes force wide- 
spread shutdowns, the National 
Conference of Business Paper 
Editors has found in a survey. 

In some fields, however, such as 
hardware, home furnishings and 
household appliances, goods will 
not start to flow to retail stores in 
sizable volume until early fall. 
The survey revealed that strikes, 
notably in steel, retarded consumer 
goods production from one to eight 
months. 

The editors reported that three 
major factors which continue to 
hold up full production are strikes 
and labor disturbances in scores 
of small plants making parts nec- 
essary for assembly of finished 
products, materials shortages, and 
OPA price controls, which some 
of them believe, prevent full pro- 
duction. 


See Short Coal Strike 


The quick recovery of the steel 
industry, which already has re- 
turned to 90% of capacity, stimu- 
lated production in other indus- 
tries not caught in a price squeeze, 
it was said. The coal strike, it 
was believed, would slow steel 
production only temporarily. One 
editor predicted that the coal 
strike would be short and that, 
once settled, steel production soon 
would reach 95% of revised ca- 
| pacity. 
| Other factors cited as still slow- 
| ing down production are untrained 
employes; “soldiering” on the job; 
reluctance of workers to take jobs 
available in certain manufacturing 
fields, and the failure of employes 
to get back into full swing of 
production after labor disputes. 


Small Business Men 
Air Shows from Capitol 


Daily broadcasts from Congres- 
sional galleries are carrying the 
National Small Business Men’s As- 
sociation’s story to the Washing- 
ton, D. C., market through plans 
completed by Schwimmer & Scott, 
Chicago, agency for the associa- 
tion. 

Ray Henle, Washington corre- 
spondent, conducts the programs 


‘over WOL Mondays through Fri- 


days, 6:15-6:30 p.m., EST. 
| 


Joins Empire Airlines 

Beryl L. Reubens, formerly with 
the advertising department of 
Parents’ Magazine, has joined Em- 
pire Airlines, New York, as sales 
manager and to be in charge of 


public relations. 
| M ANY DRUGS, FOODS, 
| DRINKS 


| are OVERLOOKING A MARKET 
That's as wide and broad as 
the United States itself. 


Cosmetics, drugs, foods, drinks,— 
everything from automobiles to 
zithers are purchased at the rate 
of seven billion dollars a year by 
this very active home market. It’s 
easy to overlook because we're all 
so close to it. But it’s easy to reach, 
too. You reach the big American 
| Negro market through the race 
| papers to which the Negro looks 
for guidance. The good will, con- 
fidence, and regular patronage of 
the Negro can be won and held by 
advertising in the Negro papers. 
You owe it to your business to 
get the facts about the success 
stories built upon reaching this 
great and growing market through 
advertising. Write to Interstate 
United Newspapers, Inc., 545 Fifth 
Avenue, New York. Get the facts. 
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THESE LITTLE CHICKS MEAN A LOT TO YOU. Here's the reason why, 
and in terms that make plenty of dollar sense! Last year, 34'/2 million 
chicks first saw the light of day in the commercial hatcheries of Oklahoma. 
On January Ist of this year, the total value of all chickens “on-the-farm" 
in Oklahoma was $15,891,000! Finally, in February, Oklahoma moved up 
to 8th place in the entire Nation, in commercial chick production! 


Here's the beautiful part about this startling success story in “eyedropper" 
form! It's just one small page of a much bigger story—a saga of economic 
expansion, of a powerful upsurging of wealth—dramatically keying Okla- 
homa to economic leadership as the Pivot State of the Southwest! 
Pointedly emphasizing, too, the success of your market in Oklahoma and 
its Magic Empire, when you TELL and SELL its people on the merits of 
YOUR product, through the pages of the Newspapers THEY READ! 


OtlL CAPITAL NEWSPAPERS 


TULSA WORLD #£=TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY @ REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 
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Hotpoint Trains 
Salesmen to Help 
Dealers Remember 


Chicago, April 9.—Some results 
of extensive surveys made by Edi- 
son General Electric Appliance 
Company during the war to bol- 
ster its plan for “showroom” mer- 
chandising of Hotpoint home ap- 
pliances have been revealed by 
John Fellmann, manager of kit- 
chen sales. 

Hotpoint began sales of kitchen 
“packages” before the war. The 
series of mail surveys disclosing 
dealers’ postwar thinking, how- 
ever, became the basis for the 
company’s merchandising plan, 
Mr. Fellmann asserted. Sales of 
complete kitchen displays nation- 
ally “had to be newly developed,” 
he said. 


The first questionnaire, mailed to 
17,000 dealers in 1944, he revealed, 
showed that “upwards of 50% 
would sell metal wall and base- 
cabinets,” compared with 5% 
carrying those items before the 
war. Nearly half of those reply- 
ing indicated that floor coverings 
and paint, added as_ substitute 
items during the war, will be sold 
by them after the appliance short- 
age ends. 


Locker Plants Covered 


A survey in early 1945 among 
5,000 locker plant operators 
showed that 80% of 1,200 who re- 
sponded will sell home freezers 
postwar. Forty-five per cent plan 
to sell conventional home refrig- 
erators. 

A later survey last year indi- 
cated that, among dealers in elec- 
trical merchandise, 93% will sell 
washing machines; 85%, ironers, 
and 63%, tumbler dryers. About 
half will sell laundry equipment 
in “planned rooms” and 84% of 
those answering will display “com- 
plete operating kitchens in their 
stores and provide facilities for 
their installation.” 


Mr. Fellmann observed that 
Hotpoint, to make sure dealers 
would not “forget their answers” 
to the survey, has specially trained 
300 of its “key personnel’ dis- 
tributor and sales executives who 
are now ready to give the dealers 
“a training program based on the 
information that they gave us.” 


BE RIGHT! 
When You Speak 


When You Write 


with ‘these:books by _ 
JOHN BAKER OPDYCKE 


SAY WHAT YOU MEAN 
Everyman’s guide to correct dic- 
tion and grammar “A 700-page 
searchlight into error."" — The 
Philadelphia Record $3 75 


GET IT RIGHT ! 


An all-embracing treasury of cor- 

rect English usage. ‘“‘No, you can- 

not borrow it!’’—Detroit Times 
692 pages. $3.50 


TAKE A LETTER, PLEASE 


A key-manual that will help you 
get personality, conviction, and 
sparkle into your letters. “Covers 
the entire subject with amazing 
exhaustiveness.""—The New York 
Times 489 pages. $2 75 


DON'T SAY IT 


A 20,000-term handbook on spell. 

ing, ' pronunciation, usage, and 

meaning. “An invaluable ency- 

clopedia of everyday speech.” 

—Newsweek 850 pages. $3.75 
At your bookstore 


FUNK & WAGNALLS CO., W. Y. 10 


Two Appoint Hammer 


Mastercraft Trailers, Rocky Hill, 
Conn., and Thomas Higgins Lab- 
oratories, Middletown, Conn., have 
appointed Hammer Advertising 
Agency, Hartford, Conn., to handle 
its advertising. Newspapers and 
business papers will be used by 
Mastercraft. Business papers and 
magazines will be used by Higgins. 


Robbins Names Arnold 


Clifford H. Arnold has been 
named sales manager of Robbins 
& Burke, Cambridge, Mass. 


Appoints Manson-Gold 


The Hollywood office of Manson- 
Gold Advertising Agency has been 
appointed to handle the advertis- 
ing of Perfect-Fit Tailleurs, manu- 
facturer of hand-tailored men’s 
and women’s suits. Plans call for 
a campaign in fashion magazines 
and business papers. 


Appoints Mulford 


George H. Mulford has been. ap- 
pointed eastern advertising repre- 
sentative of Poultry Supply Dealer, 
with headquarters in New York. 


Hatch Starts Watch Drive 


Hatch & Co., Quebec City, dis- 
tributor of Omega Watches and 
Tissot Watches, has launched a 
campaign in Canadian daily news- 
papers, national magazines and 
rotogravure. F. H. Hayhurst Com- 
pany, Toronto, is the agency. 


Cardwell Names Agency 


Allen D. Cardwell Mfg. Corpo- 
ration, Brooklyn, subsidiary of the 
Grenby Mfg. Company, Plainville, 
Conn., has placed its advertising 
with Wildrick & Miller, New York. 


Advertising Age, April 15, 1946 
Gruenberg to Washington 


Robert Gruenberg, formerly as- 
sistant to R. R. Rau, executive 
vice-president of the National Re- 
tail Furniture Association, has 
been transferred to the staff of the 
Washington office of the associa- 
tion as assistant to Leo J. Heer, 
vice-president. 


Names Schwab & Beatty 


Jackson & Perkins Company, 
Newark, has named Schwab & 
Beatty, New York, to handle its 
advertising. 
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Ask Your McGraw-Hill Man 
Every McGraw-Hill man has access fo all 
the extra service provided by “‘Head- 
quarters for Industrial Information’ to 
help you sell your product. 
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Roy Hert, previously in charge 
of Zenith Radio Corporation’s 
hearing aid promotion and for 
many years in the appliance busi- 
ness, has been appointed super- 
visor of advertising and sales pro- 
motion for Presteline major house- 
hold appliances, manufactured by 
Pressed Steel Car Company, Chi- 
cago. 

J. B. Blanton, formerly head of 
sales, merchandising and develop- 
ment engineering of Management 
Engineering Company, Chicago 
and Los Angeles, has been named 
assistant general sales manager of 
Presteline. . 


A¥O ‘Question: 


We’re not coining a phrase cr expounding any new philosophy when we say 
“industry buys professionally”. 


From front office to tiny cubicle in a busy factory the men you have to 
sell are practical, hard-headed gents whose sole interest is in facts. 


Some cf these men do the actual PURCHASING. Others have the authority to 
RECOMMEND or SPECIFY. And there are still others—in every modern plant— 
who exercise a certain degree of INFLUENCE in the final sale. 


It’s seldom a large group. It’s ALWAYS an important one. And even more im- 
portant today after five war years have disrupted orderly marketing processes and 
brought in a whole new batch of buyers you’ve got to get acquainted with .. . 
in a hurry. 

Who “does the buying” for your product? Your McGraw-Hill man hasn’t all of 
their names and titles written down in a little red book but he has access to the 
current findings of McGraw-Hill Research—to a huge staff of editors who literally 
live in and with the fields their publications serve—and to a Statistical Service 
Department whose primary job is to keep on top of the ever-changing business 
and industrial picture. 


He can help you find the right answers. 


**A& Guide for Keying Media Selection 
fo Sales’ covers the whole going-to- 
market problem. Pages 10, 11, 12 and 
13 outline successful methods of be- 
ing specific about “‘who does the 
buying.” 


‘Look Behind the ABC Statement,”’ prepared 
by Engineering News Record and Con- 
struction Methods, is typical of the careful 
studies McGraw-Hill publications make to 
insure effective circulation. 


“Directory of American Machine Tool Distributors,’’ 
compiled by American Machinist, is an accurate 
listing of buyers in this important field. 


“Occupational Analysis of Subscriptions’’ 
presents a detailed breakdown of circula- 
tion for all McGraw-Hill publications. 


Every McGraw-Hill Publication — and there are 25 of them — produces a constant flow 
of information material on the size, scope and buying influences of the fields it serves. This 
data is always current and up-to-the-minute. It is available through your McGraw-Hill man. 


eecoeccceetoccccccooos TLIERE iS NO SUBSTITUTE FOR SOUNC INDUSTRIAL ADVERTISING 
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“" to PUBLISHING COMPANY, INC. 


) 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


ATLANTA * BOSTON + CHICAGO + CLEVELAND + DETROIT + LOS ANGELES 
PHILADELPHIA + PITTSBURGH + SAN FRANCISCO + ST.LOUIS + WASHINGTON 


JOHN J. GILLIN, JR., 


PRESIDENT 


JOHN BLAIR & CO., REPRESENTATIVES j 
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20 MILLION COPIES 
TO BE PRINTED! 


These are a few of 90 hilarious cartoons in this 
great new tabloid (24 pages of story and humor). 


NES: 
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Ist forms close April 28, 1946. For advertising rates in this medium, write 
Advertising Mgr., Lone Star Press, Suite 900, 505 Fifth Ave., New York 17, 
N. Y. Tel. MUrray Hill 2-3757 


Griswold Urges 
Ads Supporting 
Free Enterprise 


Peoria, I1l., April 9.—Advertisers 
should devote at least one ad in 
each of their campaigns to the 
virtues of the free enterprise sys- 
tem, Frank Griswold, advertising 
director, Chicago Journal of Com- 
merce, told the Peoria Advertising 
and Selling Club yesterday. 

“Somewhere along the line,” he 
asserted, “it is going to be neces- 
sary for those who understand the 
operations of our free enterprise 
system to explain the benefits to 
the millions who live off the sys- 
tem but don’t understand it. That 
sales effort is going to take con- 
certed and consistent effort on the 
part of business leaders.” 


Imagination Needed 


Mr. Griswold observed that cre- 
ative imagination often spells the 
difference between success and 
failure in business. Pointing out 
that normally three of every 10 
grocery stores fail within a year 
after being established, he said: 

“In most instances latk of cre- 
ative business thinking is behind 
these failures. Even in times when 
purchasing power is immense, it 
is still necessary to attract the 
public to your product rather than 
to your competitor’s. And that can 
only be achieved by creative 
thinking on production, sales and 
advertising. Goods don’t sell them- 
selves.” 


Liebmann Brewery Runs 
First ‘Shortage’ Ads 


Liebmann Breweries, Inc., 
Brooklyn, is running 720-line ads 
in nine New York newspapers 
three times during April, the first 
local brewery to call beer drinkers’ 


attention to the pending beer 


shortage. Young & Rubicam is the 
agency. 


Joins Selvage & Lee 


W. R. Crumb, for 12 years as- 
sistant to the general manager of 
the new departure division, Gen- 
eral Motors, in Bristol, Conn., has 
been ‘appointed resident manager 
of the New England office of Sel- 
vage & Lee, Boston, public rela- 
tions. 
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Joins Kerschner 

John R. McClung, formerly in 
the advertising department of 
Aetna Life Affiliated Companies 
of Hartford, Conn., has joined 
Kerschner & Co., San Francisco 
agency. 


Appoints Lefton Agency 

Lovable Brassiere Company, At- 
lanta and New York, has placed 
its advertising with Al Paul Lefton 
Company. 


Chiet_ E 
Kraft Foods CO 


To provide a better balanced, 
more economical refrigeration 
setup, we plan on putting in two 
new units. A 125-ton compressor 
will be cross-connected to our air 
conditioning and factory load, 
and a 25-ton machine will take 
care of the comparatively light 
night load. 

The kind of information we 
look for in an ad on refrigeration 


*Mr. Sanderson is one of 
the thousands of top-flight 
engineers and executives 
who get operating and 
buying information from 


Ee 


$3 WwW. 3 


machinery includes: 1, Data on 
sizes and capacities; 2. Does it 
have double-suction manifold and 
unloading valves, forced feed 
lubrication, non-condensible gas 
removing separator; 3. What are 
other significant operating fea- 
tures; show pictures or diagrams 
of them; 4. Are discharge valves 
and pistons easy to maintain? 5. 
Engineering data on performance? 


Ask For Latest Field-Call Bulletin—"W here engineers need help” 


NGINEERING ~ 


ACKSON BLVD. ® CHICAGO 4G, ILL. 


wh 


SDA 


Here’s a man who is really in labor. Trying to father an Inspiration— 
as all good copywriters strive to do. Maybe that inspiration takes the 


form of a new campaign based upon improved copy claims for an 


improved product. Might even 


become a timely suggestion to the 


client. At which point everybody will be happy. 
Actually, by being well-informed about clients’ products, their 
markets and competition, copy and idea men do make constructive 
suggestions which result in better agency service for the client. 


For most food products, vitamin 


content is today a determining 


sales factor. Therefore, it is essential for copy men to have detailed 
information about vitamins—including the advantages offered by 


DPI vitamin concentrates. 
Two superior concentrates, Distilled 


DISTILLATION PRODUCTS, INC. 


Vitamin A Esters and Distilled 


Natural Mixed Tocopherols (Vitamin E) are produced by DPI’s unique 
process of molecular distillation in high vacuum. Both are vitamins to 
watch; for instance, some surprising new values are now being 
demonstrated for vitamin E. 
To be on the safe side (meaning well-informed), why not write 
now for details regarding DPI’s outstanding concentrates, also 
molecular distillation? 


755 RIDGE ROAD WEST, ROCHESTER 13, NEW YORK 


570 LEXINGTON AVE., NEW YORK 22, N. Y. ¢ 135 SOUTH LASALLE ST., CHICAGO 3, ILL. 


PITTS & LOUGHLIN, LOS ANGELES AND SAN FRANCISCO, CALIFORNIA 
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Intensive Drive 
Backs Weedone, 
Patented Killer 


Ambler, Pa., April 10—Weedone, 
patented weed-killer manufac- 
tured by American Chemical Paint 
Company, will receive an intensive 
national advertising campaign this 
season. 

Now available in larger quan- 
tities, the chemical will be adver- 
tised with full-page, full-color ads 
from April through June in Amer- 
ican Home, Better Homes & Gar- 
dens, Collier’s, House & Garden, 
Life, The Saturday Evening Post 
and Time. Two-third pages will 
be carried by Capper’s Farmer, 
Country Gentleman, Farm Journal 
and Successful Farming. These 
will be supplemented by additional 
ads in certain sectional and state 
newspapers in areas where greater 
demands are anticipated, and by 
10-inch, two-column ads in metro- 
politan dailies reaching large 
groups of home owners. 


‘Kills to the Root Tips’ 


Copy emphasizes that Weedone 
kills weeds “right out to the root 
tips,” but does not injure grass. 
“Weed your lawn the easy way— 
spray it with Weedone,” is the 
theme of a message which also ap- 
peals to hay-fever sufferers by its 
claim to kill ragweed as well as 
poison ivy, dandelion, broad-leaf 
and narrow-leaf plantain, chick- 
weed, hawkweed, pennywort, heal- 
all and honeysuckle, not to men- 
tion other troublesome plants. 
Copy claims that no regrowth will 
result the following season from 
dead roots, and that Weedone does 
not sterilize soil or corrode metal 
spray equipment. 

The company credits Franklin D. 
Jones, an employe, for discovery 
of the properties of 2-4D acid used 
in Weedone. Sherwin - Williams 
Company has filed suit asking that 
the patent be declared invalid 
(AA, April 1). Gray & Rogers, 
Philadelphia, has the account. 


Video Groun Nominates 
George T. Shupert, president of 
the American Television Society, 
has been proposed for a second 
term, 1946-47, by the society’s 
nominating committee, with elec- 
tions to be held May 9. Other 
nominees include Ralph Rocke- 
fellow for vice-president; Dian 
Dincin for secretary, and Archi- 
bald U. Bromfield, treasurer. 


Snyder Appoints Gelula 


Snyder Mfg. Company, Phila- 
delphia, manufacturer of radio 
and automotive equipment, has 
appointed the Philadelphia office 
of Abner J. Gelula & Associates 
to handle its advertising. 


Putnam Joins ‘Newsweek’ 

Borden Putnam, previously as- 
sociated with Vick Chemical Com- 
pany, New York, has been ap- 
pointed business manager of News- 
week, New York. 


Another LETTER 


Success! 


REPLY-OL 


HARPER'S MAGAZINE says: 


“Test was made on 5 lists. Each 
list divided evenly between Reply- 
O-Letter and our own two-page let- 
ter. Identical copy and offer. Reply- 
O-Letter gave us 47.6% more.” 
Why if ups returns 
The address on the reply 
form occupies the “fill-in” 
spot on your letter. No sig- 


nature needed. America’s 
— mailers use » Reply-O- 


Write for samples today | 


the REPLY-O PRODUCTS co. 


150 W 22S! WY¥OT- 


215 NW Michigan. Chicago | 


Hilton, Norcross Join 


Snow Crop Marketers 

Peter Hilton, former vice-presi- 
dent of Maxon, Inc., New York, 
has joined Snow Crop Marketers, 
New York, as a special consultant 
on advertising, sales promotion 
and merchandising for Snow Crop 
frozen foods. Richard W. Norcross, 
technical engineer assisting Clar- 
ence Birdseye, has been named 
production manager for Snow 
Crop. 

Vacuum Foods Corporation, 
Plymouth, Fla., formerly known as 


Florida Foods, Inc. (AA, March 
11), has announced its new frozen 
food orange juice concentrate will 
be distributed to the retail trade 
under the Snow Crop brand name, 
and to the institutional field under 
the trademark Minute Maid. 


Names Rice 

Arthur L. Rice Jr., formerly in 
the production department of 
Power Plant Engineering, Chicago, 
has been named advertising rep- 
resentative for the Middle West 
territory. 


Heads Drug Group 

Dale F. Ruedig, associate direc- 
tor of sales for Eli Lilly Company, 
has been elected president of the 
Chicago Drug & Chemical Associa- 
tion. Other officers elected were: 
Joseph A. Gauer, Fritsche Bros., 
Inc., vice-president; Talmadge B. 
Tribble, Magnus Mabee & Reynard, 
secretary, and John J. Walsh, 
Walsh Laboratory, treasurer. 


Hershey Ups Gallagher 
John J. Gallagher, assistant gen- 
eral sales maanager of Hershey 
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Chocolate Corporation, Hershey, 
Pa., has been advanced to general 
sales manager, succeeding the late 
Fred W. Pugh. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers the 11 Western States 
lst in California (rated 2nd in Retail Sales, 
Ist in Auto Registry) 


Ist in Los Angeles County (rated 8rd in 
Retail Market Area, Ist in Automotive 
Market) 

Ist to Service Stations, Car Dealers, Auto 


"Repair Services in 11 Western a States 
Main Office—i700 West 8th St., — 14 
San Franciseo (5), 690 Market “St. (4) 


IT’S GOOD TO BE PROTECTED! 


Kinda hectic, these days, isn’t it? Production schedules full up and running over 


at both ends!... Getting our own job done is plenty hard, but getting delivery 


from the other fellow in time to meet inflexible requirements almost brings on 


a stroke ...sometimes. Of course, the other fellow has the same problems, too, 


but somehow our own seem the toughest. ... So, it’s good these days to be pro- 


tected—to know that our sources are dependable. That goes for everything, 


naturally, but it’s particularly good to know that your photo-engraver will back 


you up when it comes to closing dates—especially nowadays when publica- 


tions are behind schedule, and a closing date means just that. ... Rogers is working 


on a tight schedule, too — really tight, and a couple or three days’ leeway helps 


a lot...so it was nice to have a customer say the other day, 


“Thanks a million 


for going to bat for us. We'd never have made it without your cooperation.” 


ROGERS ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
Adolph F. Buechele, Président 


2001 CALUMET AVENUE - 


Phone CALumet 4137 - 


CHICAGO, 


ILLINOIS 
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National Gypsum Head 
Gives Views on Housing 
To the Editor: Attached to this 


79 of your issue of March 11. 


Because this reference has placed | 
me in a false light and has stimu-| 


lated the reaction noted in the at- 
tached letter, I must ask you to. 
publish my letter in reply. 

The article contained the follow- 
ing statement attributed to Mr. 
Creviston of Crane Company: 
“Mr. Creviston said the attack on 
the government’s program is led 
by Lewis H. Brown, president of 
Johns-Manville, New York, and 
M. H. Baker, president of National 
Gypsum Company.” The reference | 


| to fact. 
letter you will find a photostatic. 


copy of a letter received as a re-| 
sult of a reference to me on page! 


jand then: 


This department is a reader’s forum. Letters are welcome. 


called “attack” refers to the ac- 
tivity of The Producers’ Council. 
The above statement is contrary 


posing the government’s G. I. 


housing program as such, and, in| 


fact, I heartily favor and endorse 
the essential features of it. 

The article contradicts itself in 
the first two paragraphs where it 
says, first: “The Crane Company 


... has resigned from The Produc- civilian hardship cases), that pro- | 


I am not attacking or op- | 


Wyatt’s $600,000,000 subsidy plan.” 

Which are we accused of attack- 
_ing? They are not the same. The 
$600,000,000 subsidy plan is one 
/non-essential feature of a low-cost 
housing program for G.I.s having 
more than a dozen other features. 


Of these points, we agree that vet- | 


erans should have preference in 
_the purchase or rental of homes 
| (with some provision for certain 


mortgage insurance, and so on. 
Some of these features were 
recommended to Mr. Wyatt by a 
group from The Producers’ Coun- 
cil back in January. 

To seek to accomplish the pur- 
|pose of the un-American and 
harmful subsidy by the quick and 


not attacking 
low-cost housing program.” 
attempting to obtain 
implementation of the legitimate 
aim of providing building ma- 
terials for veterans’ 
trying to break bottlenecks fast. 
Subsidies will burden us with 
hundreds of millions of dollars of 


| 


ers’ Council in protest against the | duction of building products must) new debt and will be paid by per- 


Council’s attack on the govern-|be greatly expanded through use| sons other than those who receiv 


ment’s low-cost housing. program,” 
“Russell Creviston, 
of Crane Company, told ADVERTIS- 
ING AGE today that the resignation 


was forced by action of the Coun-j;construction be postponed, 


of priorities on equipment and 
other means, that additional on- 
| site and off-site construction work- 
'ers be recruited, that non-essential 
that 


cil in setting up a special legisla-| priorities and allocations be used 
tive committee that has gathered! to assure materials for home build- 


funds and is 


financing ‘outside|ers, that certain rent controls be 


is to the government’s housing) talent’ to lobby in Congress against | continued where necessary, that 


program for veterans and the so-| Housing Administrator Wilson favorable terms 


be offered for 


. 


nishing 


j eration. 


Greater 
row! 


BARKER BROS. plans are aimed at 


continued leadership in the home fur- 


that means expansion in this rapidly 
growing market. New stores are planned 
for Pasadena and Bakersfield. We re- 
cently occupied a Class A, six story build- 
ing on Flower Street, for the expansion 
of our Hotel and Apartment House op- 


of property, including a factory building 
with 300,000 square feet of floor space, 
on San Fernando Road. We are now com- 
pleting the largest renovation program, 
with expansion of many departments, 
that we have ever undertaken in the main 
store at Seventh and Figueroa. We’re get- 
ting ready TODAY to better serve the 


President « 


field in Southern California, and 


We have purchased 17% acres 


Southern California of tomor- 


Barker Bros. Corporation 


service 


e 
| the benefits. Relief from ceilings 
|that are suffocating production 
will bring quick results without a 
hang-over of debt burdens. 

Lest anyone get the impression 
that the price relief I advocate is 
unreasonable, let me point out 
that any increase I am discussing 
i'for my own company would be 
less than 6%, and let me add the 


|further fact that at National Gyp- | 
the average of| 


‘sum Company 
| prices of our eleven major build- 
‘ing products on Jan. 1 of this year 
|} was not yet up to the average of 
| 1936. The exorbitantly high prices 
of building materials that you hear 
about are not in our business, 
although plumbing and_ heating 
equipment has risen about 32% 
|since January 1936, according to 


|the Bureau of Labor Statistics 
| index of wholesale prices. 


In such industries where large 
price increases have taken place it 
is possible that there might be a 
preference for subsidies which 
would tend to conceal the higher 
price received by the manufac- 
turer, but I believe that such pay- 
ments are unsound, and so do most 
other members of The Producers’ 
Council. 

I believe that I have shown that 
The Producers’ Council is not try- 
ing to kill the government’s hous- 
ing program and that any state- 
ments to that effect misrepresent 
the truth. Actually, it is working 
to expand production of building 
materials now under onerous re- 
strictions. To think that a group 
of manufacturers is striving for 
smaller production instead of 
greater does not make sense. My 
own company is in the midst of 
an expansion program planned 
practically to double our prewar 
volume. Many of my efforts to 
suggest a workable plan are de- 
signed specifically to help manu- 
facturers like ourselves break bot- 
tlenecks to obtain equipment and 
supplies needed for vastly ex- 
panded production. 

The Producers’ Council came 
into the housing program at the 
request of Mr. Wilson W. Wyatt, 
Federal Housing Expediter, him- 
self, and has cooperated with him. 
In January six officers of building 
material companies, including Mr. 
Brown and myself, answered his 
request by going to Washington 
and outlining for him a practical 
plan to obtain maximum produc- 
tion for G. I. houses. If some of 
us are forced to disagree on a fea- 
ture introduced into that plan by 
uninformed nersons outside the 
housing industry or by those with 
an axe to grind, we should not be 
smeared with names like “lobby- 
ist” or “obstructionist.” 

A study made at the request of 
The Producers’ Council by a com- 
mittee of recognized economists 
shows that present capacity of the 
building products manufacturers 
is sufficient to meet the Wyatt 
goals of 1,200,000 homes in 1946, 
plus a large part of the non-hous- 
ing construction desired. This 
study shows that production of 
bathtubs can be 24% greater than 
required for the Wyatt program; 
brick production, 38% greater; clay 
tile production, 81% greater; gyp- 
sum board and lath production, 


effective method of giving relief 
from below-cost price ceilings is 
“the government’s 
It is 
immediate 


houses and 
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and flooring production, 66% 
greater; cast iron sewerpipe pro- 
duction, 33% greater; clay sewer- 
pipe production, 91% greater; and 
cast iron radiation production, 19% 
greater. These items include some 
of the most critical shortages. 

However, the same study shows 
that January, 1946, production 
compared with 
monthly production of 1941 as 
follows: Bathtubs, 36% less; clay 
tile 27% less; gypsum board and 
lath, 7% 
and flooring, 38% less; cast iron 
sewerpipe, 42% less; clay sewer- 
pipe, 26% less, and cast iron radia- 
tion, 73% less. 

When production of scarce items 
‘is less today than in 1941, some- 
| thing is wrong. Obviously, manu- 
|facturers would not be making less 
itoday than in 1941 if they could 
‘obtain supplies and equipment, 
and if they could make any kind 
'of a profit on the volume. 
| The practical unanimity of 
building materials manufacturers 
on The Producers’ Council pro- 
gram leaves any isolated protest 
|open to serious question. js 

Veterans are entitled to know 
that two months have been wasted 
in trying to find a political solu- 
tion such as a subsidy for an un- 
sound economic condition—unbal- 
anced price freezing. Removal of 
the cause by bringing price levels 
into balance by means of merited 
price increases would have started 
'a torrent of building materials 
| which is still being dammed up so 
| the products can be ladled out by 
'an unnatural and uneconomic 
/'method. It doesn’t make sense. 

Good luck to Mr. Wyatt on the 
basic, sound features of his pro- 
gram. But, let’s get the political 
and visionary aspects out of it and 
give the veterans some homes! 

MELVIN H. BAKER, 

President, National Gypsum 

Company, Buffalo. 


~ = F 
Pays Tribute to 


Motley’s Oratory 

To the Editor: In looking 
through the March 4 issue of Ap- 
VERTISING AGE more thoroughly, I 
was interested in reading the “You 
Ought to Know” feature on Red 
Motley. 

Your statement that he is “one 
of America’s dynamic speakers” is 
certainly a true one as I had oc- 
casion to observe in an incident 
several years ago. 

On this occasion I was sched- 
uled to be one of the speakers at 
a luncheon meeting of a group of 
saleswomen in New York. At the 
last minute, the program chairman 
had been able to get Mr. Motley. 
As Red was making a plane, I was 
asked to let him speak ahead of 
me to which I readily agreed. _ 

Well, Red really gave out with 
a talk. He practically had those 
women eating out of his hand. As 
far as my talk was concerned, I 
might as well have saved my wind. 
It was just like staging a bout be- 
tween two unknown prelim boys 
after a championship fight. 

Those women were too much up 
in the clouds for me to reach them. 
Red had ’em dazzled. Me too! 

H, E. Fry, 

Advertising Manager, North 

American Philips Company, 

New York. 
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Challenges Pay-Off 
on Letterhead Results 

To the Editor: Baloney!!!! In the 
April 1 issue The Pay-Off shows 
results from a cartoon vs. a reg- 
ular illustrated type of letterhead, 
where 11,068 of each were mailed 
in comparable manner. 

The results (1.9% for cartoon 
and 2.3% for illustrated) you say 
indicate: “The conclusion reached 
by this test is that the illustrated 
... has more appeal than the car- 
toon.” For shame! 

Spend $1 and get “The Use of 
Statistical Techniques in Certain 
Problems of Market Research” 


33% greater; lumber, millwork 


the average 


less; lumber, millwork 
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66% from the Bureau of Business Re-|guments? To me, the argument dwellings, coal is definitely out.|tising can again do a favor for|might be interested in a letter we 
n, “d search, Harvard University, School| would be, “Heat with oil . . . and|In several cases, hot water heaters | John Q. Public by bringing public|received from a travel bureau in 
pe pro- of Business Administration, and|heat throughout the year. Why be|of the coal-burning type are in| opinion to the fighting point. And,|Prince Edward Island, Canada, a 
ons Sail study it, especially Page 3—a lay-|dependent upon Mr. John L. for|operation (spasmodically to be|it would also help that reconver-|copy of which I’m enclosing. As 
er, an men’s version of some statistical| your heat supply . . when you/sure), and even they are on the|sion plan we heard about. you can see it encloses a money 
on, 19% testing techniques. know in advance that he will|way out. They will be replaced . . . Use COAL and get hot|order for six lithographs of 
oui Some Three standard deviations of|stop production for a month or so/with electric or oil . . . but not|under the collar. . . Use OIL and | “Lassie,” and says the writer saw 
cag the cartoon percentage come to|each year, and throw as many coal. get warm in the house. an item about this in ADVERTISING 
y shows plus or minus 1.2%; hence, an-| bars in the production road as he| Perhaps the coal heating equip- GEORGE W. EMERSON, AGE. 
duction other such test could, through | possibly can.” ment manufacturers can help gang; Penn Arts Mfg. Company, It seems that ADVERTISING AGE 
erage chance factors alone, show cartoon, Here’s how it has worked. About|up on the porcine John so that| Philadelphia, Pa. gets around almost as much as 
1941 as results as 3.1%, and maybe the|eight neighbors of mine have all|some day they will be assured of “ < “Lassie” does. Or is it vice versa? 
ss; clay illustrated would drop to a much|decided that when and if they|ample fuel supplies to operate : JAMES D. ALBERSE, 
ard and lower per cent. build their own homes, or change | their equipment. Lassie Gets Around Donahue & Coe, Inc., New 
nillwork Such abuse and ignorance of|heating plants in the present! Who knows... perhaps adver-| To the Editor: I thought you| York. 
ast Rg elementary technique, and such 
hy sil grandiose exaggerations as mag- 
nifying minute differences (your) 
‘ “17.2%” advantage for illustrated | 
os —— head — meaning the difference in| 
- paren replies as a percent of the lower | 
cing Saad returns) have long been the curse | 
ones of advertisers’ “research” and are | 
4 Bates used by reliable market research- | 
ny kin d ers as “horrible examples.” Big 
samples don’t necessarily prove) 
ity of a remember the Literary il 
= ae Tut, tut! Stick to your last, you. | 
noatent Newton C. Haw ey, | sel 
4 Superintendent, Advertising 
| Department, The National Fire 
a ae MERCHANDISE! 
al solu- pet aid 
an un- Wants Reprint | ° 
—unbal- To the Editor: I have just re- 
noval of cently been appointed executive 
e levels \ secretary of this Association and a 
merited friend. advised me that you had 
> started conducted a survey among trade “ae . , 
naterials associations to determine informa- : No other sportsman’s magazine 
ed up so ’ tion pertaining to the public rela- . : 
1 out by tions work which they did. I would was ever so widely featured in 
‘conomic i ‘ ‘ 
sense. a or seared, merchandise “‘tie-ups” as Field & 
t on the Burton E. Donacny, | : 
his pro- Executive Secretary, National | Stream— voluntary —— 
political Beauty and Barber Manufac- 
of it and turers’ Association, New York. 
mes! [Editor’s Note: A few reprints 
KER, of the AA report on 1946 adver- Because no other sportsman’s 
ypsum tising and promotion plans of trade ‘ P F . 
associations are on hand. They magazine in America wields 
are available to readers for the . ‘ 
asking. ] such powerful se/ling influence with 
ed the cream of American sportsmen 
or Shall We Outlaw Toys? — 
a : oh To the Editor: The letter of Mrs. | —and dealers* know it! 
ughly, I Alfred G. Risch, under Voice of 
he “You the Advertiser (AA, April 1) along) 
good be — action of va ggg sal 
ice gives me a laugh. y deny | : 
a aes the iawn Shale font | It is and always has been FIRST, 
akers” is Hold-ups have also occurred by | among outdoor publications, in 
nad e6- making use of monkey wrenches, | . f 
neidonh lengths of pipe. Do these folks moving merchandise—that’s one of 
also suggest the manufacture and % 
+ ete sale of them cease? Hold-ups have many reasons why Field & Stream 
ohare at also occurred by the simple ex- 
group of pedient of placing a hand in coat has been FIRST CHOICE 
At the pocket as though it were a pistol. . f, , 
action Do they suggest that the hands of advertisers for 35 straight years! 
of all babies be chopped off at 
Motley. birth? 
ee ; A. N. BAKER, 
reed. President, A. N. Baker Adver- FIELD & STREAM PUBLISHING CO. 
out with tising Agency, Chicago. 515 Madison Avenue + New York City 22 
ad those ie ld 
and. As Easy Surgery | 
erned, I Mi aes : ’ 
my wind R be bon hag mol Sony shag rte * The nation’s important dealers, Ask us for evidence. 
bout be- with an ad-with-a-laugh. Here it) 
lim boys is: 
t. “Notice. The office of Dr. W. E. . 
much up Precourt will be closed for three) 
ch them. weeks while Dr. Precourt is taking 
e too! a course in surgery in Washing- 
Fry, ton, D. C.” 
North Bet you didn’t realize it was 
npany, so easy to become aé_ surgeon! 
Neither did we! 
A DaL WYANT, 
: WHEB, Portsmouth, N. H. 
[Editor’s Note: We certainly 
Its \ didn’t. And what do you suppose | 
''! In the 7 those patients on whom Dr. Pre-| 
ff shows court recently practiced surgery | 
Ss. a reg- are thinking? ] . ’ ’ e 
tterhead, a ae M 
cmuied = Hot Under Collen’? America’s Number One Sportsman’s Magazine 
- cartoon Heat with Oil! — NOW CELEBRATING ITS 50TH ANNIVERSARY 
you say To the Editor: With the “Fools gt 
. reached day here, and the coal miners 
lustrated starting their annual vacation, a. 
the car- new thought percolated through 
the grey matter. 
e Use of Have the manufacturers of oil 
- Certain burning equipment been using one 
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ROYAL REVAMPED—Standard Brands, Inc., New York, has repackaged these 

three flavors of Royal puddings, designed to attract attention in self-service 

and semi-self-service stores. The upper half of the package contains the bright 

red word “Royal” on a white background, and the lower half features the color 

that identifies the flavor inside. Advertising on Royal puddings is handled by 
Ted Bates, Inc., New York. 


Phoenix Papers Offer 


Two Security Programs 


The Arizona Publishing Com- 
pany, Phoenix, publisher of the 
Arizona Republic and Phoenix 
Gazette, has established two se- 
curity programs for employes. One 
will be life insurance coverage for 
$1,000 for each employe, while the 
other will be retirement pensions 
ranging from $30 to $200 per 
month, depending on wages re- 
ceived. The retirement becomes 
available at the employe’s 65th 
birthday. Both programs are of- 
fered without cost to the employes. 


Musser Joins Ted Bates 
William L. Musser, with the 
New York Times since his dis- 
charge from the Navy, has joined 
Ted Bates, New York, as account 


executive. Before entering the 
service, he was with Procter & 
Gamble as general supervisor for 
the New York area and assistant 
sales manager of the drug prod- 
ucts department. 


Companies to Merge 


Edward G. Budd, president of 
both the Edward G. Budd Mfg. 
Company, Philadelphia, maker of 
truck and automobile bodies and 
railroad passenger cars, and the 
Budd Wheel Company, Detroit, 
maker of automotive, rail, agri- 
cultural equipment and equipment 
for heating metals, has proposed 
a merger of the two companies 
into The Budd Company. Stock- 
holders will act on the proposal 
June 11. 


families. 


St. Paul Covers Half 
the 9th Largest Market! 


@ Nearly 800,000 population 
more than $1,000,000,000 e 
ing income makes St, Paul-Minneapolis the 9th 
largest market in the United States. 


The St, Paul half is covered only by the St, Paul 
Dispatch-Pioneer Press with 160,998 combined 
city zone circulation, 
has even as much as 10%, coverage of St. Paul 


{ 1940 Census) with 


fective annual buy- 


No other daily newspaper 


ST. PAUL DISPATCH - PIONEER PRESS — 


NEW YORK 


PROM EEETN 


SAINT PAUL, 


RIDDER-JOHNS, INC.—Notional Representatives 


342 Madison Ave. Wrigley Bidg. 


MINNESOTA. 


CHICAGO ST. PAUL 


Dispatch Bidg. 


Pabst Airs Giants’ Games 


Pabst Sales Company, Chicago, 
starts sponsorship of the 154 home 
and road baseball games of the 
New York Giants on WMCA, New 
York, April 16. Pabst co-sponsors 
with General Cigar Company, 
New York, 1946 games of the New 
York Yankees on WINS, New 
York. Warwick & Legler is the 
agency. 


Hendy to Livingston 

Joshua Hendy Iron Works, Sun- 
nyvale, Cal., has appointed Leon 
Livingston, San _ Francisco, to 
handle business paper advertising 
and product promotion, in addition 
to the general magazine and news- 
paper advertising already handled 
by the agency. 


Bradley Adds Four 
Richard Bradley & Associates, 
Chicago, has added three ex- 


servicemen to its staff: Fred De 
Rango, promotion department; 
Robert Hoffmann, script editor, 
and Leonard Rabens, musical di- 
rector. Miss Evelyn Braus will 
handle radio talent. 


‘True Story’ Does 
More Than Half 
Macfadden Total 


New York, April 9.—More than 
half of the total advertising reve- 
nue‘and of the combined circu- 
lation of all eight Macfadden mag- 
azines in 1945 was provided by 
True Story, Macfadden Publica- 
tions, Inc., points out in its annual 
pamphlet report to stockholders. 

Of advertising revenue of $7,- 
096,065—which was $807,596 larger 
than in 1944—True Story pro- 
vided $4,291,779. Then came 
Photoplay, $1,182,630; True Ro- 
mances, $823,924; True Expe- 
riences, $341,689; True Love and 
Romance, $169,926; Radio Mirror, 
$142,114; True Detective, $99,326, 
and Master Detective, $44,677. 

True Story’s average monthly 
circulation in 1945 was 2,221,121, 
followed by Photoplay, 1,023,754, 
and True Romances, 905,572. The 
company’s income from circula- 
tion, both newsstand and subscrip- 


Advertising Age, April 15, 1946 


tion, rose from $5,436,764 in 1944 
to $5,708,351 in 1945. Net income 
for 1945, after provision for taxes, 
was $950,076 as compared with 
$871,625 in 1944. 

The report lists the 50 largest 
advertisers in Macfadden publica- 
tions in 1945—led by Procter & 
Gamble, $477,970; Andrew Jergens 
Company, $251,040; Lever Bros. 
Company, $242,085; Lamont Cor- 
liss & Co., $230,380, and Bristol- 
Myers Company, $221,740. 


Millers Appoint Thompson 

Millers’ National Federation has 
appointed the Chicago office of J. 
Walter Thompson Company to 
handle advertising and public re- 
lations. A campaign to reduce 
waste in the use of wheat and 
wheat products is being planned. 


Heads Station Promotion 


John P. Cowden, manager of 
promotion for the Radio Sales di- 
vision of CBS, has been named 
director of promotion service for 
CBS-owned stations, succeeding 
Dick Dorrance, who -resigned to 
open a promotion service. 
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Tests Cisco Solvent 


Results of a series of test news- 
paper advertisements placed in 
Portland, Me., New Haven, Conn., 
Meriden, Conn., and Kingston, 
N. Y., by Cities Service Oil Com- 
pany, through Foote, Cone & Beld- 
ing, New York, will determine fur- 
ther promotional plans for the oil 
firm’s Cisco solvent. The present 
$5,000 campaign is based on pro- 
motion of the new magnetic drain 
plug, developed for tanks during 
the war. A major campaign in all 
eastern states will run if the test 
proves successful. 


Campbell Signs Archer 


Campbell Soup Company, 
through Ward Wheelock Company, 
Philadelphia, replaces “Request 
Performance” on April 28 with 
“Meet Corliss Archer” on the full 
= network, Sunday, 9-9:30 p.m., 

Ls 


Elects Emerson V.P. 


Fred Emerson has been elected 
vice-president and a director of 
Spartan Saw Works, Springfield, 
Mass. He will continue as general 
sales manager. 


Market Research 
Guides United‘s 


Plane Designers 


Chicago, April 9.—Replies by 
19,000 United Airlines passengers 
last year to a questionnaire on 
their preferences as to speed, com- 
fort and service in air travel 
formed the basis for much of the 
design of the 52-passenger United 
Mainliners scheduled for service 
by next September. 

Answers to the questionnaire 
have been revealed by United in 
a new 22-page booklet for its pas- 
sengers. “Seats, lounges, berths,” 
it says, “are all built to your aggre- 
gate specifications.” The booklet 
shows that about four of five want 
a folding writing shelf at their 
chair; seven to one vote for long 
berths “in line” with flight, and 
nine of 10 want indirect lighting. 


Most Want Cocktails 


More than two-thirds favor 
serving of cocktails before meals, 


with less than 30% expressing any 
objection to this. Half the pas- 
sengers say “smoke anywhere” in 
the plane; only 9% vote against 
any smoking on the plane. For 
“diversions en route”: 79% for 
illuminated route report panel; 
75% for radio, with individual 
speakers; 70% for magazines; 55% 
for television; 52% for movies. 


Prefer Day Flights 


Although 56% said they prefer 
to purchase a berth and sleep 
rather than sit up at night to 
save $25 or $30, 85% said they 
will arrange to fly by day rather 
than by night if schedules per- 
mit. Eighty-six per cent said 
their families will take vacation 
trips by air. 

“The pressed-for-time group” of 
passengers, the report points out, 
“is surprisingly large,” with nearly 
one-third wanting a typewriter, a 
fourth wanting a dictaphone, two- 
thirds wanting telephone connec- 
tion with the ground, and the ma- 
jority wanting to use a writing 
room. 


Farnsworth Ups Two 


Paul J. Boxell, formerly assist- 
ant director of public relations of 
Farnsworth Television & Radio 
Corporation, Fort Wayne, Ind., has 
been appointed director of public 
relations. He succeeds Capt. Pierre 
Boucheron, who has been named 
manager of the Farnsworth broad- 
cast division and station WGL, 
Fort Wayne. 


Devon to Gravenson 


Gravenson Company, New York, 
has been appointed to handle the 
advertising of Lily Devon, New 
York, manufacturer of perfumes 
and toilet waters. New York news- 
papers are being used. Consumer 
magazines will be used after na- 
tional distribution has been estab- 
lished, 


CBS Names Martin 


Ernest H. Martin, national sales 
service representative for the Co- 
lumbia Broadcasting System in 
Hollywood, has been named direc- 
tor of network programs, Holly- 
wood. He will supervise all na- 
tional network broadcasts orig- 
inating on the West Coast. 


ee 
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District Sales Offices 


The incessant drip of water wears away stone, yes. But who 
wants to wait? Advertising provides economy of time and 
money, and determination of direction and result. You need 


plenty of promotion today, for present shortages of goods will 


be followed by the greatest production and keenest competi- 


tion ever known. This is no time for drips; the choice mar- 


NEW YORK - CHICAGO - 


bonds, envelope papers, tablet writing and papeterie . 
MILLS AT HAMILTON, OHIO.. 


PHILADELPHIA - CLEVELAND + BOSTON - 


CANTON, N. C.. 


kets are going to those who have courage and.resourcefulness 


enough to cut into them with determination and power, with 


a THE Coanpin toe AND FIBRE COMPANY...HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
. . 2,000,000 pounds a day 
. HOUSTON, TEXAS 


ST. LOUIS - CINCINNATI - 


ATLANTA - SAN FRANCISCO 


wham ebb S.C. 


$°7 123.000 
PEOPLE. 


Greenville is the shopping 
point for 123,000* people 
living within 10 miles — 
trading center for Green- 
ville County, first in 1945 
Retail Sales ($73,645,000*) 
by a wide margin—and heart 


of the state’s leading market 
area. 


103% FAMILY COVERAGE 
OF S.C’S RICHEST COUNTY 


The Greenville papers offer 
103% family coverage of 
South Carolina’s best mar- 
ket and 62% average cover- 
age in the Greenville trad- 
ing area of 8 counties. Top 
coverage of South Carolina’s 
top market. 


Represented Nationally by 
WARD-GRIFFITH CoO., INC. 


*Sales Management Estimates—1945 
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Colley Joins Bennett Brush Moves to WFEA 


Russel H. Colley, for the past| Arthur T. Brush, formerly ad- 
five years head of consumer re-jvertising director and sales man- 
search of General Electric Com-|ager of the Union-Leader, Man- 
pany, Bridgeport, Conn., has joined| chester, N. H., has been appointed 
A. S. Bennett Associates, New/advertising director of Station 
York. WFEA, Manchester. 


% of U. S. Population—Worcester County has .367 
% of U. S. Income—Worcester County has .396 
% of U. S. Sales—Worcester County has .423 
(Sales Management) 


Langer Tucome 
Greater Sates 


In WORCESTER COUNTY... 
. . . and in WORCESTER itself 


Worcester County, the MUST MARKET of New England, one part of Worcester’s 
Trading Area, with .367 of 1% of the nation’s population, accounts for .396 
of 1% of U. S. income and .423 of 1% of total sales. Worcester itself leads 
every major city in Massachusetts, Connecticut and Rhode Island in rate of 
increase of retail sales, 11% greater in 1945 than in 1944, with a per family 
total of $3,085.* Take full advantage of this vigorous, active Market with 
the Telegram-Gazette (circulation in excess of 135,000) and the Sunday Telegram 
~ (circulation in excess of 95,000). 


*U. S. Dept. of Commerce, Bureau of the Census, Retail Sales, Independent Stores. 


The TELEGRAM-GAZETTE 


WORCESTER, MASSACHUSETTS 
: — GEORGE F BOoTH Pubiishes- 
UL BLOCK and ASSOCIATES, NATIONAL REPRESENTAT 


OWNERS of RADIO STATION WTAG 


COLLINS MILLER & 
HUTCHINGS 


207 N. MICHIGAN AVE. CHICAGO | 


Keene Brothers Form 
Seattle Agency 


from the Army air forces and be- 
fore that associated with Sears, 
Roebuck & Co., and his brother, 
Robert A. Keene, previously pub- 
lisher of Washington Parent Tea- 
cher magazine, have formed their 
own agency, Keene & Keene, at 
215 Douglas building, Seattle. 


Appoints Holmgren 

Kenneth H. Holmgren, formerly 
associate director of Aviation As- 
sociates and the Aviation Institute 
|of Professional Sales Training and 
| director of the Airport Equipment 
| Corporation, Chicago, has been ap- 
pointed account executive of the 
}aviation department of Advertis- 
| ing Engineers Corporation, Chi- 
| cago. 


Mladenka Joins Aylin 

_ Charles V. Mladenka Jr. has 
joined the Aylin Advertising 
Agency, Houston, as account ex- 
ecutive on radio. 


John E. Keene, recently released 
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IN PRODUCTION—This is one of the new line of television receivers made 

in the Chicago plant of Belmont Radio Corp., division of Raytheon Mfg. Co. 

Delivery is expected to start in July, and the retail price of the model will be 
approximately $150. 
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Among the Top Nine Buyin 
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g Power States 


cities .-- 


_.. which mean 
national advertiser 
67,953, Battle Creek be 
"50,000 and over’. 


© Of the leading states in the 


in population—but it's 4th in Retai 


And it's retail sales 
with its many prosperou 


While [0th in population am 
Battle Creek is 4th in 


A new Market Study of t 
in Battle Creek is now aval 
with the nearest Allen 
direct for details. 


U.S., Michigan ranks 7th 
| Sales Per Family. 


that count! In the State of Michigan 


s cities, Battle Creek ranks high. 
ong Michigan Buying Power 
Per Capita Retail Sales 
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Britannica Film 
to Explain Costs 


of Distribution 


New York, April 9.—Advertis- 
ing’s insignificant share of total 
distribution costs will be drama- 
tized in “Distributing America’s 
Goods,” a 16mm., one-reel sound 
film just released jointly by En- 
cyclopedia Britannica Films and 
the Twentieth Century Fund. 

Dealing with problems and costs 
of distribution, the film is based 
on the widely-discussed survey, 
“Does Distribution Cost Too 
Much,” written by Dr. J. Frederic 
Dewhurst, economist for the fund. 

The film attacks the popular no- 
tion that exorbitant profits go to 
“fictitious middlemen.” “The cost 
of distribution is shown to result 
primarily from the many services 
that distribution performs for the 
consumer,” Dr. Dewhurst explains. 
“Only a very small amount of the 
59 cents that distribution takes 
from the consumer dollar goes for 
advertising or profits. 

“Of course distribution costs are 
sometimes unduly high. One of 
the purposes of the film is to in- 
duce consumers and distributors 
to consider means of lowering 
these excessive costs,” he empha- 
sizes. 

The film has been keyed for 
showing to social science classes 
and consumers’ groups and for use 
in consumer relations and employe 
training programs by manufactur- 
ers, wholesalers and retailers. 

Prints will be available for 
rental through various film li- 
braries and for purchase direct 
from Encyclopedia Britannica 
Films in Chicago. 


To Introduce New Pen 

Moore Pen Company, Boston, 
has announced production of a 
new Moore Fingertip Pen, which it 
will distribute nationally through 
department, stationery and jewelry 
stores and advertise, beginning 
next month, in Esquire, Ladies’ 
Home Journal, The Saturday Eve- 
ning Post and other magazines. 
The company until now has con- 
fined distribution of its pens and 
pencils to New England and ad- 
jacent territory. Bennett, Walther 
&-Menadier, Boston, handles the 
account. 


Fisher Joins Freiburg 
Clarence Fisher has been ap- 
pointed agency manager of John 
Freiburg & Co., Los Angeles. Pre- 
viously, he was director of adver- 
tising for the May Company, and 
for Foreman & Clark, both in Los 
Angeles; publicity director of Con- 
nor, Moffett Company, San Fran- 
cisco, and an account executive of 
Foot, Cone & Belding, Los Angeles. 


Appoints Eccleston 

Hollywood Studios, a new mail 
order company recently estab- 
lished in Hollywood, has appointed 
J. W. Eccleston Jr. Advertising 
Agency to handle its national con- 
sumer campaign. 


Resigns Fabric Account 

Hillman-Shane-Breyer, Los An- 
geles, has resigned as advertising 
counsel for Bernstein Bros., Los 
Angeles fabric company. 


LOOK IT UP in 
the MARKET DATA BOOK! 


ae /0USTRIAL 
eee, = MARKETING 


CONSUMER MARKETS EDITION 
s 
BUSINESS PUBLICATIONS EDITION 


Raytheon Names Brown 


Irving C.’ Brown, previously 
sales manager of Nicholson File 
Company, Providence, R. I., has 
been named sales manager of the 
industrial electronics division of 
Raytheon Mfg. Company, Wal- 
tham, Mass. 


To Wilson, Haight, Welch 


Fitchburg & Leominster Street 
Railway Company has appointed 
Wilson, Haight & Welch, Hartford 
and. New York, as advertising 


counsel, 


Baker Goes to Canada 


For the first time, Baker Im- 
porting Company, Minneapolis 
and New York, is advertising its 
Barrington Hall instant coffee in 
Canadian newspapers. Maxwell 
Dane, Inc., New York, is the 
agency. 


Gets London Account 


British Overseas Airways Cor- 
poration, London, has appointed 
Cecil and Presbrey, New York, to 
handle its advertising in the 
United States. 


Carter's Begins Ink Drive 


Carter’s Ink Company, Cam- 
bridge, Mass., has placed four- 
color ads in Collier’s, Life, Look 
and The Saturday Evening Post, 
and black and white ads in The 
American Weekly, featuring its 
nine ink shades and its adhesive 
line. J. Walter Thompson Com- 
pany, New York, is the agency. 


Grady Gets 4 Accounts 


Effective June 1, Robert B. 
Grady Company, New York, will 


handle the advertising of Arling- 
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ton Mills, Lawrence, Mass.; Nash- 
awena Mills, New Bedford, Mass.; 
Monomac Spinning Company, 
Lawrence, Mass., plus its selling 
agent, William Whitman Company, 
New York. 


IN THE 
JEWISH 
FIELD 


INDIANAPOLIS 
INDIANA 


JEWISH 
POST 


his cs \Oledo 


... Home of SURFACE COMBUSTION 


. . . outstanding in Gas-Fired Equipment for Industry and Home 


Surface Combustion is an- 
other interesting example of 
the diversified nature of 
Toledo’s industries...the old- 
est and largest producer of 


industrial, commercial and 
residential automatic gas-fired equipment. Surface 
Combustion is more than a manufacturing organi- 
zation; for over 35 years it has devoted primary 
effort to engineering study and research in the use 
of gas heat, particularly in its industrial applications. 


Shown, top to bottom, are a special industrial furnace for 
heat-treating metals; a Kathabar package unit humidity 
control system for air-conditioning, and the Janitrol winter 


air conditioner for the home—just three of the many di- 
versified products which contribute to Surface Combustion’s 


eminence in its field. 


...and this 


TOLEDO BLADE 


The strength of industrial Toledo lies not only 
in the diversity of its products, but in the de- 
gree to which so many Toledo industries have 
achieved leadership in their respective fields. 
Leadership can only be won by continuing de- 
votion to the ideal of a constantly improved 
product or service. And it is thus that The 

. Blade has gained leadership in its own field 
...as evidenced by the sustained interest of 
the public it serves, winning for The Blade a 
coverage of city and trading areas equaled by 
few, if any, newspapers in the nation. 


is the 
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Heavy Newspaper 
Ads Back Users 
of Duraglas Jar 


Owens-lllinois Uses 
3 Chicago Dailies, 


Soon Goes National 
(Picture on Page 79) 


a 5 ems rie 6 
ie iersenterennepectiemtiniagipatm ia . 


Toledo, O., April 11.—Owens- 


Illinois Glass Company, this city, | 
newspPaper | 


will use’ extensive 
space for the first time April 18 
to introduce its new Duraglas 
Ultra-Vac jar initially in three 
Chicago dailies. 

One of the first new glass con- 
tainers to reach the market since 
V-J Day, the jar features a high- 
vacuum collar and lid which may 
be resealed “airtight” after each 
opening, simply by applying the 
palm of the hand. To open, copy 
explains, insert the bowl of a 
tablespoon under the edge of the 
lid. 

Five nationally known coffee 
brands are being packed in the 
jar. These include Hills Brothers, 
Maxwell House, Monarch, Del 


Monte and Chase & Sanborn. Dis- 
tribution will cover Wisconsin, Il- 
linois, Michigan, Indiana, Ohio, 


Minnesota and parts of Missouri | 


and Iowa. Other roasters will use 
the new jar, according to Owens- 
Illinois officials, and distribution | 
will soon be nationwide. 


Will Run 12 Weeks 


The company’s newspaper cam- | 
paign will continue 12 weeks, and 
calls for a total of 61 different ads 
ranging in size from 279 to 1,500 
lines. These will appear in one 
morning paper, the Chicago Trib- 
une, and in two afternoon papers, 
the Daily News, and Herald-Amer- 
ican. Thereafter, the campaign 
will be carried out principally 
through national media. 

In addition, Owens-Illinois has 
been conducting an extensive di- 
rect mail campaign directed at 
managers of grocery stores, both 
chain and independent. About 
14,000 persons in Chicago and 
within a 40-mile radius were 
covered with mailings before the 
jars began moving from roasters 
to stores, according to the com- 
pany. First three pieces of copy 
were teaser-type. These were fol- 
lowed by five weekly broadsides, 


TEACHERS 


ove 5 


During the year ending October 31, 
1945, teachers mailed 5,926 coupons to 


he editor of the “*Yours for the Asking” 
xolumn appearing in 43 affiiiated State 
Teachers Magazines. 

They ordered 15,415 individual pieces 
»f advertising literature for use as teach- 
ng helps. 

Such ‘“‘response-ability’’ suggests a 
wight future for STM advertisers. 

For information on how to cover from 
me to 43 states write State Teachers 
Aagazines, 307 North Michigan Ave., 
thicago 1. 


Georgia C. Rawson, Manager 
Reaching America’s Most Influential Market 


State Teachers 


MAGAZINES 


1 association of 43 state teachers magozines 


each emphasizing a different sales 
point of the jar. 

Food executives, including buy- 
ers, sales managers, wholesalers 
and jobbers also received the copy, 
as well as advertising people. 
Point-of-sale material, consisting 
of jar collars, store pennants and 
streamers, has been supplied to 
grocery outlets in Chicago through 
the various roasters and directly 
from the glass manufacturer. 

Teaser copy concerning the new 
jar began to appear in March in 
Food Mart News, and next Mon- 


,day, three days before launching 
|of the consumer 
|business paper will carry a 1,500 


campaign, the 


line ad giving highlights of the 
newspaper campaign. 

The Chicago newspaper adver- 
tising and the schedule in Food 
Mart News is placed by J. Walter 
Thompson Company, New York. 


Names Baldwin 


N. W. Baldwin has been named 
telephone sales manager of Strom- 
berg-Carlson Company, Rochester. 


Trammell Predicts 
L. A. Will Have 
NBC Video in ‘47 


- Hollywood, April 9—An NBC 
television station for the Los An- 
geles area should be in operation 
by the fall of 1947 “if all goes 
well,” according to Niles Tram- 
mell, president. 

Mr. Trammell last week said 
that the principal “if” concerned 
the granting of a television license 
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to NBC by the Federal Communi- 
cations Commission, which meets 
here May 20. 

Plans call for acquiring a site on 
Occidental Peak, just northwest of 
and 100 feet higher than Mt. Wil- 
son. Cost of building the trans- 
mitter would be $385,000, with 
monthly operational expenses 
ranging from $100,000 to $150,000. 

“We don’t expect to realize a 
profit from our television opera- 
tions during the first five years,” 
the NBC president revealed. “How- 
ever, we do expect to break even 
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during the third year of opera- 
To date, he told a press 
conference, more than 175 adver- 
tisers have utilized the facilities of 
NBC’s New York television sta- 
tion. 


Future Is Bright 


Regarding the future of radio 
in Hollywood, Mr. Trammell said, 
“Our two new studios now under 
construction here are evidence that 
the future looks extremely bright, 
both for television and standard 
broadcasting.” 


Tom Breneman, 
‘Shadow’ Lead 


Daytime Hours 


New York, April 9—‘“The 
Shadow” and “Breakfast in Hol- 
lywood” won top weekend and 
weekday, daytime radio programs 
in the April 2 report of the Co- 
operative Analysis of Broadcast- 
ing. 

Interviewing in 81 CAB cities 


gave “The Shadow” a rating of 
9.0 and the second half of “Break- 
fast in Hollywood” a rating of 7.3. 
In the weekend group, “One Man’s 
Family” was one-tenth of a per- 
centage point behind “The 
Shadow” to take second place with 
an 8.9 rating. The Westinghouse 
Program was third with 8.2. Two 
weeks previous, the weekend, day- 
time programs were led by “One 
Man’s Family.” 

Among weekday programs, “Big 
Sister” was second with a 6.6 


rating. The first 15-minute seg- 
ment of “Breakfast in Hollywood” 
tied with “Kate Smith Speaks” for 
third place, both with ratings of 
6.5. Either the first or second seg- 
ment of “Breakfast in Hollywood” 
has been the leading weekday, 
daytime program for the last eight 
reports. 

Average popularity rating for 
113 sponsored network daytime 
programs was 4.3, a decrease of 
0.2 from two weeks previous and 
a decrease of 0.1 from a year ago. 


STAKE THEIR CLAIMS 
iv tw SPOKANE MARKET 


THE SPOKANE MARKET 
PARTS OF FOUR STATES 


EASTERN 


WASHINGTON 


Secigne 


NORTHERN 
IDAHO 


UMATILLA 


WESTERN 
MONTANA 


In the Inland Empire's early days 
many a miner—with a grubstake of 


only a few dollars—hopefully staked 
a claim in the hills near Spokane and 
struck it rich. Today, industrial 
giants—grubstaked with millions— 
are staking their claims in this same 
district. The Du Ponts, backed by 
two billions of government money 
—produced plutonium for the 


atomic bomb at their huge Hanford 


plant. 


It panned out, and how! 


Since the first of the year, Swift & 
Co. packers have purchased the big 
Lewis packing plant here, not far 
from the great plant of Armours, 
already well established, while on February 21, 1946, the Henry J. Kaiser interests were 
granted a lease to operate the two government-owned Spokane aluminum plants built for the 
government by Alcoa during the war and which attained an immense production. The 
Columbia Basin, by virtue of funds from the biggest money lender of them all, is at the devel- 
opment stage, the Bureau of Reclamation having called for bids for excavation work necessary 
for building a main canal in the multi-million-dollar project. Looks like a gold rush here with 
big business marking spots and driving hard for pay dirt. 


No matter what the size of your grubstake, there’s gold in them thar Inland Empire hills! 
If you stake a claim in the Spokane Market, Mr. Advertiser, you'll find the Spokane news- 
papers of tremendous value in developing that claim. They have what the miner-for-profits 
needs—dominating circulation, widespread influence, above-average readership resulting 
from outstanding news coverage and features, helpful data in convenient form, valuable 


merchandising service. 


THE SPOKESMAN-REVIEW 


pokane Dnily 


MORNING 


SUNDAY 


EVENING 


SPOKANE, WASHINGTON 
COMBINED CIRCULATION OVER 130,000—81.24% UNDUPLICATED 


hroniéle 


Advertising Representatives: John B. Woodward, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 
Color Representatives SUNDAY SPOKESMAN-REVIEW Comic Sections: Metropolitan Group 
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Daytime listening volume made 
its expected seasonal drop with 
the arrival of spring. Average 
percent of radio sets-in-use during 
the morning was 13.9, down 0.7 
from two weeks before, and down 
0.2 from a year ago. Afternoon 
listening has an average sets-in- 
use of 14.5, down 0.9 from two 
weeks before, but up 0.4 from a 
year ago, CAB reports. 


Gets Helicopter Account 


United Helicopters, Inc., Berk- 
eley, Cal., has appointed West- 
Marquis, Los Angeles and San 
Francisco, to handle its marketing 
and public relations activities. At 
the same time the agency an- 
nounced that it is resigning the 
Joshua Hendy Iron Works’ ac- 
count, effective April 30. 


Appoints Winkelmann 

Raymond R. Winkelmann, for- 
merly district supervisor of Grey- 
van Lines, Chicago, subsidiary of 
the Greyhound Corporation, has 
been appointed sales manager of 
the Chicago office of North Ameri- 
can Van Lines. 


To sell anything MEN buy... 
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ee ESRI 


* * 


It isn’t just to while away the time 
that 34 MILLION men read Popular 
Mechanics. It’s useful information 
they want—new ways of doing things 
better. 


They read the ads deliberately, not 
by accident, and when they find a 
good thing they consciously do some- 
thing about it. 


Here’s a more attentive, faster- 
acting market for anything bought by 
men. Shoes, automobiles, razor blades, 
hair tonic—there’s no end te the list. 


It pays to put Popular Mechanies 
on your schedule and Reacn THe 
P.M. Mino! 


No, the makers of these shoes don’t all 
advertise in Popular Mechanics. We think 
they could do so profitably. 34% MILLION 
men buy a lot of shoes. 
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New Hampshires 


gl oxyllh E 
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in New Hampshire! 


A lively, thriving upsurge in market 
opportunities. Established industry is 
expanding, new industry is moving in. 
Payroll totals are reaching a new 
high, founding a market structure of 
firm stability now — and for the fu- 
ture. To completely cover this market 
of assured and growing purchase 
power, use New Hampshire’s ac- 
cepted Metropolitan daily, the Man- 
chester Union-Leader . . . over 43,000 
circulation . . . the only paper that 


truly “Covers the State.” 
tory of the city. Retail Sales at 
new high 


the WIANCHESTER 
ise wows | ONION-LGEADER 


City. 

Manchester Union-Leader, the MANCHESTER, NEW HAMPSHIRE 
State’s Metropolitan daily .. . 
al «0 now =over 43,000 circulation. 


og Te Monge tant 
at esau 
re Po = 


An “A” Schedule Market! 
More factories are moving in 


. . « new industries . . . plus 
accelerated expansion of long 
established industries . . . one 
plant alone adds 1,000 em- 


ees. 
Chamber of Ci ce reports 
largest payroll period in his- 


Wallace Silver 
Pioneers with 
‘Chute Express’ 


Wallingford, Conn., April 9.—If 
commercial delivery of goods by 
parachute express becomes a com- 
mon merchandising technique, this 
city’s silver manufacturer, R. Wal- 
lace & Sons, can probably claim 
the distinction of pioneering the 
first scheduled cross-country de- 
livery. 

On March 4, a Douglas transport 


For é°the Firs Time in History 
CHICAGO” RECEIVES A DIRECT 


AIR-FLEET A ~gy7 CARGO OF 

; LOUISIANA 
RED BIRD 

PER SWEETS 


RICH IN VITAMINS MINERALS ERERGT SUGARS 
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chutes for the flight. 

The dealers involved in the ex- 
periment all cooperated in pub- 
licizing the event in one way or 
another—either through news- 
paper ads, radio programs, window 
displays, or all three. In addition, 
the stunt generated plenty of free 
publicity. 

The idea of dramatizing Wal- 
lace’s desire to stock dealers was 
conceived and executed by George 
Cadenas, public relations and pub- 
licity director of Ivey & Elling- 
ton, New York, which recently ac- 
quired the silver account, under 
the direction of Foster Perry, ad- 


NATIONALLY REPRESENTED BY GEORGE A. MC DEVITT COMPANY 


“Advertising and Sales Executives : 


No matter what your product — AEC’s new 36 page 
illustrated brochure shows you how to engineer better 
sales results through a custom-created technical adver- 
tising service that covers every phase of performance in- 
volved in preparing and producing effective media for 
ADVERTISING THAT SELLS! 


AEC is not an ad- 
vertising agency; it 
serves only as your 
“technical consul- 
tant on industrial 
advertising."" To 
learn more about 
this vital service, 
write on your com- 
pany stationery — 
requesting your 
copy of AEC's new 
brochure. 


filled with $30,000 worth of Wal- 
lace sterling silver, took off from 
the New Haven Airport for La- 
Guardia Field, New York, from 
which it made its official start on 
a three-day delivery of goods to 
73 dealers in 17 cities. Final de- 
liveries were made at San Fran-|made possible by the war-devel- 
cisco March 6. The plane was|oped non-oscillating “baseball” 
chartered from the “Flying|type of parachute, designed and 
Tigers’” Long Beach, Cal., outfit,| manufactured by General Textile 
National Skyway Freight Corpo-/| Mills, Inc., Carbondale, Pa. Gen- 
ration, and airborne delivery was/eral Textile contributed 73 para- 


vertising and sales promotion 
manager for Wallace, who was a 
passenger on the trip. Richard K. ( 
Bellamy of the public relations 
and publicity department of J. M. 
Mathes, Inc., agency for General , 
Textile, represented that company 
in the tie-in. 


SWEETS BY AIR 

Chicago, April 9.—This city was 
the scene of the first mass air in- 
vasion by a sweet potato crop last 


aview of Tenge 1 Come raped 


Louisiana Red Bir Super Sweels are the World's Finest 


WEET POTATOES 
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The Reader’s Digest Abroad 


“Let it speak to us in Japanese!” 


Last October Capt. Garland Hopkins, Army Chap- 
lain on Okinawa, wrote to The Reader’s Digest: 
“Yesterday morning, Toyama Seiryo, one of the 
Island’s Christian leaders, picked up the June 
Reader’s Digest from the seat of my jeep and saw 
the announcement of the new Finnish edition. 
Turning to me, the venerable Toyama declared, 
“We, too, need The Reader’s Digest. We need mis- 
sionaries and churches. We need your machinery 
and science. But we need something more—we 
need to think in world terms. And The Reader’s 
Digest is a voice of internationalism. Let it speak 
to us in Japanese !””’ 


Suzuki, liberal publisher and survivor of an as- 
sassination attempt by the military clique during 


The Reader's Digest in Japanese, May, the war. 


1946. Toyama’s wish has come true. Endorsed 
by General MacArthur, approved by the U.S. 
State Department, supported by leading Japanese 
liberals, the first Japanese language edition of The 


“Quicker Recovery than Europe”... 
Cabling from Tokyo, Barclay Acheson, director of 
The Reader’s Digest International Editions, re- 
ports: “Recovery progressing and probably will be 
faster than Europe because people incredibly in- 
dustrious also flimsy wooden buildings left no rub- 
ble and cities relatively easy rebuild Japanese mind 
receptive today as never before to democratic ways. 
American businessmen who advertise products and 
services to Japanese people now will not only reg- 
ister name in potentially huge market but will 
actively share in re-education of Japan, a pre- 
requisite to world peace.”” The interim advertising 
rate is $175 per page, about half the normal rate 
for the guaranteed circulation of 100,000. 


< 


\ 
Wy 


| 
W 


MOM 
AY 


Reader's Digest will appear in May throughout 
Japan. Known as “The Reader’s Digest in Japan- 
ese,” it will be printed by Dainippon Insatsu, eight 
miles outside Tokyo. Much of their equipment 
had been evacuated, but we are using unevac- 
uated presses, now running smoothly. Heat in the 
plant is nonexistent, but employees huddle round 
bonfires on the concrete floors of bomb-damaged 
_ buildings and manage to meet schedules. As with 
_ all foreign language editions, editorial material 


How to Develop Foreign Markets... 


comes from the American edition—translated for 
Japanese readers into their own language. Resident 
editor is Dennis McEvoy, wartime Marine Officer 
in charge of Japanese Section, 
Special Warfare Branch, Office 
of Naval Intelligence; formerly 
CBS Far Eastern news analyst 
and UP correspondent in Tokyo. 
He will be assisted by Bunjiro 


International Editions of 


{dvertising space in the Spanish, Portuguese, Danish, 
Finnish, Swedish, Arabic and Japanese editions of 
The Reader’s Digest will help you secure representa- 
tion and build distribution abroad. 
For rates, space availabilities, 
list of current advertisers, write 
Reader’s Digest International Edi- 
tions, Inc., 500 5th Ave., New York 
18, N. Y. Phone: LA 4-0900. 


Read by thinking people all over the world 
—IN THEIR OWN LANGUAGE 
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week, as Dezauche & Son of Ope- 
lousas, La., largest shipper of Lou- 
isiana sweet potatoes, flew in 4,000 
five-pound bags of trademarked 
Red Bird sweets in a three-plane 
shipment. 

While the air shipment was 
strictly a stunt, since there is noth- 
ing about sweet potatoes that 
makes it important for them to be 
transported by air, the shipper 
and its agency, Walker Saussy Ad- 
vertising, New Orleans, figures 
that it got plenty for its money. 
The sweets were sold in three 
stores each of the Kroger and Na- 
tional Tea chains, at the regular 
price of five pounds for 55 cents, 


and Dezauche bought 1,000 - line 
one-shot ads in the Daily News 
and Herald - American, as well as 
small teaser ads, to promote the) 
air-fleet shipment. In addition, the | 
stunt got plenty of newspaper 
publicity, and J. F. Dezauche Jr., 
who acted as co-pilot on the flight, | 
got a good play in the zaney Olsen 
& Johnson opus here one night, 
where sweet potatoes were added 
to the numerous other attractions 
provided by the stage clowns, as 
well as an interview on Don Mc- 
Neil’s ‘Breakfast Club” radio pro- 
gram. 

Dezauche is the largest shipper 
of Louisiana sweets, reportedly 
handling about one-fourth of the 
annual crop, which runs to be- 
tween $30 and $35 million dollars. 
The flying stunt is a serious at- 
tempt to make a real market im- 
pression with bagged and trade- 
marked sweets — something that 
has never been tried before. 

Moise Bloch of the agency and 
Frank FE. Miller, assistant sales 
manager and advertising manager 
of Dezauche, worked out details of 
the flight and promotion. 


SEARS, ROEBUCK LAUNCHES 
NY-LA FASHION FLIGHTS 

New York, April 9.—Sears, Roe- 
buck & Co. inaugurated last week 
its first regular weekly overnight 
women’s clothing airplane service 
between New York and Los An- 
geles when a specially reconverted 
National Skyway C-74 transport 
plane took off with about 5,000 
units of clothing valued at $50,000. 

Veterans of the famed Flying 
Tigers piloted the plane, which 
landed 21 hours later in Los An- 
geles where the clothing was dis- 
tributed by fast motor service to 
Sears stores and went on sale the 
same day. In launching this serv- 
ice, Sears proposes to fly almost 
100% of the Los Angeles Sears 
stores New York fashion needs, or 
half a million garments a year. 

Boxing of clothing to be shipped 
will be eliminated by the use of 
hangers. Garments will not be re- 
moved from hangers from the 
time they leave the manufacturer 
until they are placed on sale in 
West Coast stores. 


Metcalf Moves Agency 
The offices of F. M. Metcalf- 
Advertising have been moved from 
1420 Lewis Tower building to 2039 
Walnut Street, Philadelphia 3. 


* The one magazine covering prof- 
itable Diesel equipment markets | 
thoroughly from top to bottom. 


Edited and Published by REX W. WADMAN 


NEW YORK 19 WN y 
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Spend $800 Million 


tor Newspapers 


New York, April 9.—A total of 
$803,593,000 was spent by U. S. 
and Canadian families in 1945 to 
read daily and Sunday news- 
papers, according to research by 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Asso- 
ciation, 

This was an increase of 5.3% 
over 1944, and 16% over 1943, the 


bureau relates. By “conservative 
estimate,” average daily expendi- 
tures for weekly newspapers is set 
at $1,877,000 in the U. S. and 
$1,976,000 in the U. S. and Can- 
ada. Average Sunday expenditure 
is $3,548,000 in the U. S. and $3,- 
691,000 in the U. S. and Canada. 

Total expenditure for weekday 
and Sunday papers in 1945 is 
estimated at $766,005,000 by U. S. 
families and $37,588,000 by Cana- 
dian families. 

“When you remember that most 
of these huge expenditures were 


made with pennies, 


nickels andj;guidance books, 


Sn 
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has named S. 


dimes,” the Bureau reports, ‘“this| Duane Lyon, New York, to handle 
is a striking demonstration of the its advertising. Business papers 
dependence of people on their will be used. 


newspPapers.”’ 


Curtis Boosts Berenson 
James M. Berenson has been ap- 
pointed advertising manager of 
Helene Curtis Industries, Chicago. 
He was formerly art director. | — 
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Names S. Duane Lyon 


R ; 481 S. Dearborn St., 
Vocational Guidance, Inc., New 


THE LETTER SHOP, Inc. 
Chicago 5, Ilineis 


York, publisher of vocational | 


Announcing 


ON 
NEWSSTANDS 
SEPT. 

15 
1946 


The What, Where and When 
of GUNNING in the U.S. 
* 


Authoritative Information 
On All Game Birds and Animals 
aa #s.a Uuntine Maps 


Offering a new market to advertisers of 


outdoor sports equipment and sports wear 


O match the amazing success of its 1946 National 


Fishing Guide, A. S. Barnes & Company announces the 


publication, September 15, of a new annual magazine, the 


1946 NATIONAL HUNTING GUIDE. 


Edited by Wil- 


liam Voigt, nationally recognized authority, this Guide will 


offer complete information for hunters, state by state, which 


will be read and treasured by America’s ever-growing 


legion of outdoorsmen. 


Interest in outdoor activities and sports is now at an 


all-time high. 


issued to hunters. 


—each one now a tailor-made outdoorsman 


Last year, almost 8 million licenses were 


Other millions of returning servicemen 


have swelled 


the ranks of outdoor enthusiasts. 


For this great market, the 1946 NATIONAL HUNT- 
ING GUIDE fills a long-felt need. It contains maps of 
each state, showing best places to hunt, which spots are best 
for any desired game, etc. Accompanying each map is a 
lengthy descriptive article giving full information, to- 
gether with hunting laws, license fees and locale restrictions. 


125,000 copies of the 1946 NATIONAL HUNTING 
GUIDE will be distributed, with 100,000 copies as guar- 
anteed circulation through newsstands and sporting goods 
stores. 


You'll want to reach these 100,000 avid hunters, each 
paying $1.00 per copy, for the most complete, deluxe hunt- 
ing guide ever published! An unusual advertising oppor- 
tunity you can’t afford to miss! 


Write today for complete information to JACK BAIN, Adv. Mgr. of the Official Sports Guides 


A. S. BARNES AND COMPANY 


Publishers of the Official Sports Guides 


67 WEST 44TH STREET, 


NEW YORK 18, N. Y. 
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Comptone Pushes 
Filter Glasses as 
Costume Jewelry 


New York, April 9.—Sun glasses 
used as a costume accessory, not 
just to filter light, is the keynote 
of new merchandise promotion be- 
ing launched by Comptone Com- 
pany for its Oculens sun glasses. 

The sun glasses, in bold, vari- 
colored frames, are calculated to 
complement a wardrobe just as 
jewelry might, and possible mul- 
tiple sales will result. That is the 
theory of Lou Adolf, director of 
sales and sales promotion, who 
devised the merchandising plan. 

During May, Oculens will re- 
ceive promotion as “Fashion’s Own 
Sun Glass” from Bonwit-Teller, 
New York; Carson Pirie Scott & 
Co., Chicago, and I. Magnin & Co. 
on the West Coast. 

The company secured the fol- 
lowing fashion tie-ins: Celanese 


Company was persuaded to design 


a special Oculens print; Tina 


. 


Leser, fashion designer, used the 
print in suits, play clothes and 
bathing suits; Joset Walker, de- 
signer, turned out two sun-deck 
dresses dyed to match Oculens 
frames; Helena Rubenstein’s 
“Liquid Sunshine” magazine copy 
in May and June will feature Ocu- 
lens glasses; a sun helmet, de- 
signed by Echo Scarfs, has an 
Oculens background; Vogue belts 
designed a new belt to hold the 
glasses; and Adna Mfg. Company, 
a Comptone subsidiary, is bringing 
out a new compact with the Ocu- 
lens print in enamel. 

Besides the merchandising pro- 
motion, the company will use 
double page, four-color advertise- 
ments in Harpers’ Bazaar, Town 
& Country and Vogue. Reproduc- 
tions of the double spreads will be 
furnished in mat form to the de- 
partment stores tying in with the 
promotion. In addition to the 
fashion copy, magazines will be 
used, stressing a copy theme of 
“Eyes Are Resting Here.” Prepa- 
rations are under way for a net- 
work radio sports program aimed 


at men. Byrde, Richard & Pound, 
New York, is the agency. 


Plans Stationery Drive 

Pratt & Austin, Inc., Holyoke, 
Mass., for packaged and trade- 
marked stationery, will use a cam- 
paign consisting of monthly inser- 
tions in House Beautiful, House & 
Garden, Seventeen and Vogue, in 
addition to full pages in business 
papers. 


Form Cleveland Agency 


Announcement has been made of 
the formation of a new agency, 
Palm & Patterson, Inc., at 412 Park 
building, Public Square, Cleveland 
14, with A. C. Palm as president, 
and T. I. Patterson, vice-president. 
Other members of the organization 
are Theodore R. Gymer, produc- 
tion manager; Tom W. Immel, art 
director, and Scott Brown, art di- 
rector. 


Hale Appoints Fogg 


Harry T. Fogg has,been ap- 
pointed sales manager of Hale 
Rubber Company, North Quincy, 


Mass. 
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JOINS 


THE 


PICTORIAL 
REVIEW 


Beginning Sunday, April 7th, PictoriaAL REvIEW’s 
audience gains more than 600,000 new families in 


Boston and New England through the 


BOSTON Sunday ADVERTISER 


Now, national advertisers can add the mighty buying power of New England to 
the Coast-to-Coast coverage of PictoriAL Review. With the Boston Sunday 
Advertiser included, the total circulation of Picror1AL REvIEW is now over 
5,750,000 —a circulation that delivers top readership from cover to cover. 


Sunday PICTORIAL REVIEW 


MAJOR INFLUENCE IN 


Boston ADVERTISER New York JOURNAL-AMERICAN Pittsburgh SUN- TELEGRAPH 
Chicago. HERALD-AMERICAN Baltimore AMERICAN Detroit TIMES Albany TIMES-UNION 
San Francisco EXAMINER Los Angeles EXAMINER Seattle POST INTELLIGENCER 


Represented Nationally by HEARST ADVERTISING SERVICE 


10 MAJOR MARKETS 
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TALK SCHEDULES—Shown at a recent conference in Milwaukee to discuss in- 

creased flight schedules for Northwest Airlines, St. Paul, are, left to right: 

Remy Ludwig, Milwaukee district manager; R. O. Bullwinkel, vice-president in 

charge of traffic; John M. Cook, ad manager, and Joseph A. Ferris, director 
of public relations. 


R. I. Legislature 
Would License 
Outdoor Boards 


Providence, R. I., April 9.—Out- 
door operators, as well as agen- 
cies and advertisers who maintain 
their own boards, would be re- 
quired to obtain a permit from the 
state tax administrator for each 
piece of advertising, under terms 
of a bill introduced before the 
state legislature here. 

Persons or companies applying 
for erection, use or maintenance 
of billboards, for example, would 
apply for a permit stating their 
name and address as well as the 
type and exact location of each 
board. Dimensions of the boards, 
and a statement by the applicant 
that written permission had been 
received from the property owner, 
would also be required. 


Proposed annual fee for such 
permits is 50 cents per square foot 
of space, or $10, whichever sum 
is greater. Temporary permits 
would be issued for signs or bill- 
boards in cases where use was 
not desired for more than 45 days, 
at the rate of 25 cents per square 
foot, or $5. Continuity signs, 
where part of an advertising mes- 
sage appears on each of a series 
of closely located and related 
boards, would be considered as 
one sign. 

In the case of temporary per- 
mits, a $100 bond would be re- 
quired, subject to forfeiture if the 
advertisement was not removed 
within 15 days after expiration of 
the permit. 

A further provision of the bill 
is that boards do not imitate offi- 
cial traffic or warning signs, and 
that they must not interfere with 
the view of any other piece of 
advertising thus authorized. 


MICHIGAN. 


ucts to purchase. 


long time to come. 


Chicago 1 
35 E. Wacker Drive 
Phone: STAte 7942 


Gong fishing ? 


Then drop your advertising hook into one of the most re- 
sponsive markets in existence today—INDIANA and 


Per capita production is growing more rapidly than in any 
other two States in the Union — are producing more food 
than ever before in their histories. Families have plenty of 
spending money now and are looking for long-waited prod- 


Are you getting your message before them? 
Now is the time to do it. 


Perhaps the metropolitan newspapers have had to ration 
your advertising space or leave your advertising out entirely. 
Then why not schedule your advertising in the daily news- 
papers in non-metropolitan cities in Indiana and Michigan? 
Cultivate these markets now and they will be yours for a 


You can do a good state-wide advertising job now through 


THE INDIANA LEAGUE of HOME DAILIES 
THE MICHIGAN LEAGUE of HOME DAILIES 
THE MICHIGAN UPPER PENINSULA GROUP 


For information and details 


SCHEERER & CO. 


National Advertising Representatives 


New York 17 
441 Lexington Ave. 
Phone: MURray Hill 2-2423 
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GREATER 


The suuius MATHEWS SPECIAL AGENCY 


Advertising Age, April 15, 1946 


‘Greatest’ Census 
of All Americas 


Likely in 1950 


Include Population, 
Farming, Distribution 
in Proposed Counts 


Washington, April 9.—What is 
probably “the greatest census 
project in history” will apparently 
become a reality in 1950, when 
western hemisphere nations plan 
a simultaneous enumeration of 
population to coincide with the 
regular U. S. Census of Popula- 
tion. 

Planned by census technicians 
of the hemisphere through the 
Interamerican Statistical Insti- 
tute, an organization of leading 
statisticians, the project calls for 
a good census of population and 
farm industries, to reflect in con- 
siderable detail family, personal 
and housing characteristics. 


Meet Next Year 


Just how complete the informa- 
tion will be will not be determined 
until late 1947 or early 1948, ac- 
cording to Dr. Halburt Dunn, chief 
of the vital statistics bureau of 


the U. S. Bureau of the Census, | 
and secretary general of the in-| 
stitute. | 

By January or February of next | 
year, Dr. Dunn explains, tech-| 
nicians in charge of the census) 
machinery. of the various western 
hemisphere nations will meet to | 
determine exactly what is possible | 
with the existing and probable) 
census machinery. 

Census taking generally 
throughout most of Central Amer- 
ican and South American nations 
has been sketchy and inadequate 
according to U. S._ standards. 
Ecuador has never had a census. 
Bolivia’s last census was in 1900; 
Uruguay’s in 1908; Argentina’s in 
1914; Haiti’s in 1918-19; Costa 
Rica’s in 1927; El Salvador’s in 
1930, and the Dominican Repub- 
lic’s in 1935. 

Paraguay took a census in 1936- 
37 and Colombia in 1938. Peru, 
Panama, Nicaragua, Mexico, Hon- 
duras, Guatemala, the United 
States, Chile, and Brazil had 
censuses in 1940; Venezuela and 
Canada in 1941 and Cuba in 1943. 


Estimate 300 Billion 


Although many afeas were in- 
adequately covered, it is estimated 
from the best figures that the 
present population of the western 
hemisphere approximates 300,- 
000,000, with the density per 
square mile in South America less 
than 13, compared with 44.2 for 
the United States in 1940. 

According to the tentative plans 
for the hemisphere census, each 
nation’s reports would embrace, 
in addition to population: Agricul- 


AL 


Our market 
story is a cap- 


sule-fact: — sell- 
ing the great 
53,429 ABC 


City Zone is an INSIDE JOB, 
with its $15,000,000 post-war 
buying save-up, because :— 
The Times Herald City Zone 
Circulation ABC is_ greater 
than ALL, THREE PHILA- 


DELPHIA papers. 


NORRISTOWN. 7% 


Gimes Herald 


ture, including livestock and for- 
est products; production, distribu- 
tion and utilization of crops; basic 
facts as to trade in food prod- 
ucts, fibers, and other raw mate- 
rials; nutrition; health; sanitation; 
shelter; standards of living and 
teaching. 


Methods Training in U. S. 


Originally proposed at the first 
Interamerican Demographic Con- 
gress in Mexico City in October 
1943, the project involves consul- 
tation services and _ fellowship 


training in census methods at the 
Census Bureau here, and would 
involve an expenditure for these 
purposes of $57,000 by the State 
Department. 

Preliminary studies of each 
country have already been made 
by national census officials to de- 
termine the areas where new 
census maps will be needed. Prof. 
Jorge Zarur, a Brazilian geog- 
rapher, has been loaned by the 
Brazilian government to the proj- 
ect to assist in preparing these 


census maps. 


‘Upper Darby’ Ups Rates 

In an effort to offset rising dis- 
tribution costs and provide greater 
income for carrier boys, home de- 
livery rate of Upper Darby News, 
an ABC weekly in Upper Darby, 
Pa., has been increased to 15 cents 
per month. 


Morton Appoints Zimmer 


Morton Packing Company, 
Louisville, has appointed Zimmer, 
McClaskey, Kintner, Louisville, to 
handle its advertising. Business 
paper advertising directed to the 
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grocery trade will be used. Plans 
are under way for a national di- 
rect-to-consumer campaign for the 
company’s “Quick Fix Dinners.” 


SIGNS OF LONG LIFE 
FOR QUANTITY BUVERS 
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“SHE plots , 


the WOMAN'S 


saceeseogunenenes > 


— the “editorial lance’”’ 


in a manner to 


rivet the attention of women in 400,000 homes 


is, in a trite manner of speaking, “some job” 


Laurena Pringle, Woman’s Editor of The Free Press 


assumes this onerous responsibility. 


By looking at the record on what happens as 


a result of Miss Pringle’s editorial acumen, one is 


confronted with something like 300,000 personal 


responses annually from the women who read this 


newspaper. Now these 


300,000 calls that come to 


us by mail, by telephone, and in person are the 


direct result of what Miss Pringle and her editorial 


A OYWAMIC PAPER 


SERVING 


DYNAMIC 1 


Nationally by 


| DETROIT ’ 


*LAURENA PRINGLE 
Woman's Editor 


assistants prepare each day for the women’s pages 
of The Free Press. And here it should be tre- 


marked, that where you have 300,000 women who 


become “vocal” about editorial content, you prob- 


ably have another 300,000 who applaud quietly 


in the sanctuary of home. 


In addition to her directorial duties, Miss 


Pringle mothers her own 


personal column, ‘Have 


You Heard”, filled with the sort of lovable personal 


miscellany that is useful, heartful, helpful . . 


. that 


makes readers and keeps them, which is important. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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500,000 


sportsmen buy SPORTS 


AFIELD, giving it the biggest circulation as 


well as the lowest-cost coverage of men who 


buy the best of everything. Sparked by a 


ee ar 


modern editorial concept which is dedicated 


to active sportsmen’s interests, SPORTS AFIELD 


has become America’s fastest-growing 


outdoor magazine... the unquestioned leader 


presenting the top array of big-name 


editorial talent. 
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Meyer Tells NAB 
to Quit FCC Battle, 


Improve Programs 


Washington, April 9.—Eugene F. 
Meyer’s Washington Post last week 
suggested that the National Asso- 
ciation of Broadcasters should put 
more effort into improving radio’s 
program service and less _ into 
fighting the FCC. 


Accusing NAB President Justin. 


Miller of indulging in ‘“extrava- 
gant rhetoric” in his comments on 
the FCC radio programming re- 
port, a Post editorial said, “The 
radio broadcasters are far from 
perfect. It is a part of the FCC’s 
responsibility to suggest the way 
to improvement, and the efforts 


of the NAB could more usefully 
be directed toward cooperation 
than toward obstinate defense of 
imperfections which are obvious.” 

“Over-emphasis of soap operas 
so distorts the daytime program 
structure of radio stations as to 
impair their public service and 
leave large parts of the potential 
audience unsatisfied,” the Post ex- 
plained. The newspaper operates 
WINX in the capital. 


Boosts Hodgetts 

Edward W. Hodgetts, formerly 
in the electric sales department of 
the Cincinnati Gas & Electric Com- 
pany, has been transferred to the 
publicity department to fill the 
vacancy caused by the resignation 
of E. F. Haverfield, who is now 


with the Ohio Fuel Gas Company, 
‘Columbus, O. 


La Patrie’ Ups Rate 

Effective Oct. 1, 1946, La Patrie, 
Montreal, will increase its adver- 
tising rates. General advertising 
Monday through Friday will be 10 
cents per agate line, Saturday 12 
cents and Sunday 28 cents, with 
a combination rate for Saturday 
and Sunday at 33 cents. 


Blatz to Kastor, Farrell 


Blatz Brewing Company, Mil- 
waukee, has appointed Kastor, 
Farrell, Chesley & Clifford, Inc., 


‘New York and Hollywood, as its 


advertising agency. The company 
is a Schenley subsidiary. 


Cleveland Agency Moves 

The Griswold - Eshleman Com- 
pany has moved its offices to the 
14th floor of the Terminal Tower, 
Cleveland 13. 


RS 


PWV IMA 


a 


out of 10 


NEW YORK ADULTS RIDE 
THE NEW YORK SUBWAYS 


COVERAGE: 89% of adults ride 


EXPOSURE: 23 minutes per ride 


REPETITION: 26 rides a month 


COLOR: All you want 


... this is subway advertising! 


a 


CAR CARDS * STATION POSTERS 


Member of NATA 


NYSA 


NEW YORK SUBWAYS Advertising Company, " , 


630 Fifth Ave., New York 20, N. Y. 
410 N. Michigan Ave., Chicago 11, Ill. 


Milani Introduces 
Frozen Raw Potato 


Pancake Batter 


Chicago, April 10.—Following a 
test in Washington and Baltimore, 
Louis Milani Foods has launched a 
drive in Chicago for Milani raw 
potato pancake batter, a frozen 
food product developed during the 
war. New markets will be added 
soon. 

Promotion includes 200-line 
weekly insertions in the Chicago 
Daily News, Herald-American, Sun 
and Tribune, and music spots on 
several local stations, through 
Ward & Futterman. Window 
streamers, point-of-sale displays, 
outdoor posters, sampling and spe- 
cial demonstrations are also being 
used. 

Milani executives assert that the 
product, developed by them here, 
is the first of its kind introduced; 
in the U. S. Copy in the ads em- 
phasizes that the one-pound pack- 
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for 16 potato pancakes, that prep- 
aration is eased as there is “no 
more gratin’ or peelin’ potatoes,” 
and all the batter need not be used 
at once after thawing. 

Milani Foods currently is using 
various magazines, radio, 24-sheet 
posters and painted signs nation- 
ally for its 1890 French dressing. 


Pack Rejoins WOR 


Richard Pack, for the last three 
years with the Army air forces, is 
returning to WOR, New York, as 
publicity director, a position he 
held until 1942. Charles Oppen- 
heim, who has headed the depart- 
ment in Mr. Pack’s absence, be- 
comes director of exploitation for 
WOR, contacting agencies and 
handling regional public relations. 


Maytag Elects Rose V.P. 


Irwin A. Rose has been elected 
vice-president in charge of manu- 
facturing of the Maytag Company, 
Newton, Ia. He held a _ similar 
position for the past four years 
with Edison General Electric (Hot- 
point) Appliance Company, Chi- 


ages each contain enough batter 


cago. 


YOU MAY BE ABLE TO BEAT 
TIME *— 


THEIR 100-YARD 


BUT—\0 
WESTERN MIC 


CAN'T RACE INTO 
HIGAN ON AN 


“OUTSIDE” BROADCAST! 


Even the strongest runners in the world can’t crash 


through a stone wall—and it’s a veritable stone wall 


of fading that isolates We 
the biggest stations in Ch 


stern Michigan—even from 


icago and Detroit. 


To be heard consistently in Grand Rapids, Kalamazoo 


and Western Michigan, 


you must broadcast from 


within that mysterious barrier. 


WKZO in Kalamazoo, plus WJEF in Grand Rapids, 


offer complete coverage of 


all Western Michigan, with 


CBS audience-appeal, with skilled local programming 


for the separate markets involved, and with one low 


combination rate to pay. We would be happy to send 


you all the facts—or just ask Lewis H. Avery, Ine. 


*Record for three-legged race set 


in. Brooklyn, in 1909, by H. L. Hill- 


man, Jr., and Lawson Robertson: too yards im 11 seconds! 


“WKZO 


FIRST IN KA 
GREATER WESTERN 


oo ANP 
vancniGaN (ces) 


4 


WN COUNTY (CBS) 


WJIEF 
FIRST 


AND KENT 


Both owned and operated by Fetzer Broadcasting Company 


Lewis H. Avery, Inc., Exclusive National Representatives. 


Cl 
the t 
field 
addi: 


pany 
Com 
sales 
sellir 


part 
part 
imp« 
selli 
rate 
Moo 
ket 

solic 
disir 
peri 
quat 
new 
why 
tere: 
mar 
whic 
the 

of ir 


, ig a Adv 
. ee ee “ 
ee i Ex 
om We 
| po | 
| ee 
: —-—__—— ee PP OOOOOCOCSCSC*S 7 
a fe ee == 
E a P cad | pend 
ia Oh atl fi if y | Th 
J / VA y, Shh =z | best 
i te YR \ = 
™ i SF AV wae | Hon 
| ST / ge os / Yh) 7 | 7 ES | ees The 
sis d < | <= =6j\ | pt gp 
i a ‘4 S& a — ee / “7 
ASS T/T 7 I | | : 
C[3 7 
2 2 — /, aeTRAne a ok pot 
- | i | one 
” — | WK EG = 
. IN | Yih Sheree com 
Wy) AW 1G M WV Ty | oie es) ie 
| aX a KOS fA 4 | “ ey a) asse 
pice: an | EP ee ae). regi 
ea \ Z ‘ A v their 
i * < ‘ Pa | \ 3 \ and 
a \\ WM vA 6 Fs . | ¥ a 
se ical | c | s ee 
we oo Se tail 
Se é: — This 
: ao read 
pe ry ee ee : 
ick fs | 
a ———— 
a | a 
oe | ee fact 
| Glid 
r Re | es tact 
i = | ee f exp 
4 z , | ot Cr 
a ee — es 
) —————— SS 1! 
_ a 


10 
\N 


Glidden Company 
Explains Why It 
Won't Add Dealers 


New Plans Based 
Largely on Dealer 
Training Program 


Cleveland, April 10.—Contrary to 
the trend in the paint and varnish 
field toward increasing sales by 
adding many new dealers or com- 
pany-owned stores, the Glidden 
Company has flatly announced a 
sales policy based on intensified 
selling through its present inde- 
pendent outlets. 

The Glidden plan, one of the 
best solutions in any industry for 
meeting postwar distribution prob- 
lems, provides for no large addi- 
tion either of dealers or jobbers. 
The outlets will be about the 
same as before the war, principally 
paint and wallpaper stores, hard- 
ware and building material deal- 
ers and lumber yards. 


Helps Itself Through Dealers 


To build its sales without add- 
ing more than a few enfranchised 
dealers, the 76-year-old company, 
one of the world’s largest pro- 
ducers of paints, varnishes and 
related lines, has worked out a 
comprehensive plan to help itself 
by helping its dealers. 

Most points in the plan aim at 
reducing distribution costs of both 
Glidden and its dealers. ‘‘We feel,” 
asserts L. S. Fulton, director of 
regional distribution, “that distri- 
bution costs can be cut by selling 
successful outlets and encouraging 
our accounts to departmentalize 
their business. .. Selective selling 
and proper training, together with 
the necessary tools, will reduce 
distribution costs. This is one 
matter that is a ‘must’ in our plans 
for the future.” 

The sales training course for re- 
tail clerks is now being prepared. 
This training material will be 
ready some time this summer. 


Urges Outside Selling 


The training program, already 
partly under way, plays a major 
part. The program emphasizes the 
importance of out-of-the-store 
selling. As explained in an elabo- 
rate portfolio, “Once in a Blue 
Moon,” 92% of those in the mar- 
ket for paint have never been 
solicited. “‘The same old merchan- 
dising methods of the prewar 
period,” it says, “will not be ade- 
quate for success in the face of 
new-day competition. That’s 
why we believe you will be in- 
terested in a revolutionary new 
marketing policy and program 
which Glidden is developing for 
the special and exclusive benefit 
of independent paint retailers.” 


Close Contact Maintained 

Through its strategically located 
factories, warehouses and branches, 
Glidden will keep in constant con- 
tact with dealers, and will estab- 
lish other service units as the need 
arises, 

With an enlarged staff of color 
experts and a continuing program 
of color research, the company will 


NCH RESTAURA 
LUNCHEON DINNER 
COCKTAIL BAR, 


give dealers all the latest color 
information of use in selling to 
institutions, home owners and 
others. Continuing market studies 
will be made to provide informa- 
tion for dealers. 

The portfolio reports the results 
of surveys by Country Gentleman, 
the National Paint, Varnish and 
Lacquer Association and others 
showing the potential market for 
sales to home owners and others. 


Cuts Case Sizes 

Another attempt to reduce costs 
and increase sales will be made 
through reduction of the size of 
some of Glidden’s standard cases, 
so that the dealers may order in 
full-case lots. This will materially 
reduce the cost of handling split 


Tied in with the program are 
new advertising plans now in 
preparation. The company has ad- 
vised dealers that its ad drive is 
the “largest campaign per dealer 
in paint history.” The campaign 
will include full-color ads in shel- 
ter magazines, newspaper ads and 
a large variety of dealer aid ma- 
terial. Intensive local advertising 
is planned. Meldrum & Fewsmith 
here is the agency. 


Gibney Succeeds Norton 


Albert L. Gibney, until recently 
in the Navy and formerly assistant 
sales promotion manager of the 
Strathmore Paper Company, West 
Springfield, Mass., has been ap- 
pointed sales promotion and pub- 
lic relations manager of the com- 


cases. 


pany. 


If You have a Product Story 
to tell the Doctor... 


YOU CAN TELL IT b r ST 


in the publication that is 


FIRST in tHe mevicat Fietp 


Reaches Every Doctor f} ... Every Month 


| 


» MODERN MEDICINE 


Reaes SRT A es 


The surest way to get results from your 
refinery advertising is to get BOTH buying 
influences . . . management and operating men 
... talking of your product or service. And the 
one sure way to reach both groups is through 
the Refinery Section of National Petroleum 
News. 

Straightforward, informative articles cover- 
ing every phase of refinery operation, mainte- 
nance and processes, and interesting the man 
in the front office as well as in the plant, have 
made NPN’s Refinery Section an integral part 
of the petroleum industry. It is read, and re- 
spected, as a leader in its field. This reader 
interest is an important asset to the leading 
manufacturers who use its advertising pages 
regularly. In this single publication, manage- 
ment and operating minds are concentrated in 
one spot, speeding up acceptances and assuring 
results from your refinery advertising. Through 
the Refinery Section of NPN you reach the 
active refining men... the men you want to sell. 

Have both buying influences talking of your 
product or service by advertising in a publica- 
tion which gives you preconditioned reader- 
ship, “special position” visibility next to im- 
portant reading matter and a concentrated 
market of petroleum buyers . . . the one maga- 
zine which gives you refinery operating cover- 
age, plus management! 


NATIONAL PETROLEUM NEws 
1213 West Third Street, Cleveland 13, Ohio 


NATIONAL 4 | 
| PETROLEUM 
| NEWS 


REFINERY SECTION 
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War Craft Bob Up 
fo Revolutionize 
Boat Industry 


Show Throngs Eye 
Aluminum, Dowmetal 


Hulls, Nonskid Paints 


Chicago, April 9.—Former G.L.s, 
war workers and ad-conscious 
citizens attending the Chicago Na- 
tional Boat & Sports Show at the 
Coliseum last week were impressed 
by the number of “war-babies” 
and war-perfected inventions 
which will contribute to boating 
pleasures this summer. 

, Metal, plastic and rubber boats 
as well as more _ conventional 
wooden designs, two-way ship-to- 
shore radio telephones, hydraulic- 
ally-controlled boat seats, nylon 
ropes and skidless deck paint were 
a few of the innovations at the 
show, and plans are under way to 
eliminate the “putt-putt” from fu- 
ture outboard motors. 

Higgins, Inc., presented runabout 
hulls which incorporate landing 
craft features, and cruiser hulls 
patterned after PT boats. Higgins’ 
28-foot auxiliary sloop, peacetime 
successor to the Army airborne 
lifeboat carried on B-17s and 
dropped at sea, attracted wide in- 
terest. 


Demonstrate Aluminum Boat 


A new all-aluminum alloy, 
seamless outboard rowboat de- 
veloped by Reynolds Metals Com- 
pany, and a 45-pound magnesium 
rowboat suitable for outboard use 
by Dow Chemical Company, are 
products of wartime producers. 
Nearly all of the 80 exhibitors 
were engaged in war work. 

Special feature of the show was 
a demonstration of the Reynolds 
all-aluminum craft at Columbia 
Yacht Club, on the lakeshore. 
“Wild Bill” Cantrell, race driver 
and 1941 outboard gold cup win- 
ner, demonstrated the maneuver- 
ability and seaworthiness of the 
12-foot, 150-pound outboard row- 
boat. The triple-keeled, semi-V 
hull is pressed from one sheet of 
thin aluminum alloy. Vibration is 
unnoticeable. The craft will be 
available through dealers about 
June 15. 

Dow’s 12-foot magnesium boat 


Print it in. 
the West | 
| FOR WESTERN 
DISTRIBUTION _ 
ke Los Angeles 
Flying us the copy, layouts, mats 
or plates saves time and money 


when you have anything to print 
on newsprint . . . black, color or 


process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Retery Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


resembles standard rowboat de- 
sign. The 45-pound shell follows 
aircraft monocoque construction; 
ribs are not used. Rigidity is sup- 
plied by the magnesium surface 
or skin. 

Biggest boat at the show was the 
40-foot Sun Lounge, manufactured 
by Wheeler Shipbuilding Corpora- 
tion, Brooklyn, priced at $20,000. 
Labor difficulties prevented the 
Gar Wood Industries, Marysville, 
Micn., from exhibiting six boats 
ranging in size from a 17-and-one- 
half foot runabout to a 26-foot 


“Overniter,” all designed by Nor- 
man Bel Geddes. 


Radiotelephone Popular 


Ship-to-shore and shore-to-ship 
radiotelephones proved interesting 
to many owners and prospective 
buyers of small harbor and pleas- 
ure craft. Radiomarine Corpora- 
tion of America, New York, re- 
ports that its 1946 line will include 
a new RCA Model weighing only 
40 pounds. Larger units include 
models for Mississippi, Great 
Lakes, coastwise and ocean-going 


vessels. 

Another “war-baby” is a new 
easy-ride boat seat, manufactured 
by Monroe Auto Equipment Com- 
pany, Monroe, Mich., maker of 
hydraulically-controlled seats for 
farm tractors, trucks, jeeps and 
mobile weapons. Skidless deck 
paint, manufactured by Pettit 
Paint Company, Belleville, N. J., 
was another interesting product. 

New boat trailers also were on 
exhibit, among them the new 750- 
pound Higgins collapsible alumi- 
num camp trailer, which unfolds 
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into a floored, off-the-ground shel- 
ter providing living quarters for 
four persons on collapsible, viny- 
lite plastic mattresses. Accessories 
include icebox, stove, toilet, ex- 
tension porch canopy, portable 
shower bath and outboard boat. 


New Boat Trailer 


An all-steel, underslung-design 
boat trailer by All Purpose Trailer 
Company, Chicago, drew consider- 
able attention. Manufacturers 
claim that the trailer’s design, with 
boat suspended below the frame, 
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1946 55 
hel- makes one-man launching and|close to prewar levels. er Drive in Canada|the Railway Supply Company, 
‘ rs loading of boats a simple opera-| .Many manufacturers reported Cleans D Cincinnati. F ear & P ads P ] ug 
Pool tion. their products are virtually sold Pe — MS —_,* ~_ . as a . E t E D 
ories Many boat builders are ham-|out for 1946, or at least well into pany, is being advertised in dailies Hill Appoints Hendricks aster gg yes 
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table ages, with several concerns = —_—_— Falls, St. Catharines and Welland. | Blackett - Sample - Husamser’ a » d Ss 
allotted only about 40% of their : ’ Distribution in Ontario is limited}; Aubrey, Moore & Wallace, has New York. April 9.— 
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Building supplies of every type. 
Do you sell them? 


Fred Fear today launched its 
largest pre-Easter drive with ad- 
vertisements appearing in news- 
papers in 97 large cities through- 
out the United States and Canada. 
Spot and participating announce- 
ments are being used on 20 key 
radio stations, giving a coverage 
of almost every city and town in 
the country. 

Chick Chick colors come in a 
package with sheets of transfer 
designs and other Easter novelties 
for decoration. Presto is a pack- 
age of multi-colored granules 
which produce modernistic and 
marble designs, no two of which 
are alike. Each package sells for 
ten cents and contains sufficient 
coloring for about 40 eggs. J. M. 
Mathes, Inc., is the agency. 

Paas will switch major empha- 
sis this year from dailies to 100- 
line advertisements in Metropoli- 
ton Group, Parade, The American 
Weekly, and This Week Magazine, 
with copy scheduled to break the 
week of April 14. In addition, Paas 
will use foreign language news- 
papers in seven cities in the United 
States, and 11 Canadian newspa- 


Baie 


pers beginning April 18. A maga- 
zine list will supplement, with 

new car that’s needed? copy appearing in April issues of 
" , Candy Industry, Every Woman’s, 
Family Circle, International Con- 
fectioner, Tobacco Jobber, Wom- 
an’s Day and five Canadian groc- 
ery and drug publications. All ad- 
vertisements, which are placed by 
Moore & Hamm, Inc., are one-time 
shots. 


° *e & 
Who is going to sell the 


Want this market for 
furniture and furnishings? 


Named Representative 


Station RHC, Cadena-Azul in 
Havana, Cuba, has named Clark- 
Wandless Company, New York, as 
its exclusive United States repre- 
sentative. RHC is a Columbia 
Broadcasting System affiliate on 
the network of the Americas. 
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[t's tue LIVING IN A HOME 
THAT MAKES A MARKET ! 


It's the everyday action within and around the home 
that makes home people America’s best buyers. 


one consideration in your marketing program, now and 
for a growing future. 


They use more food, more furniture, more vacuum * 


cleaners, more refrigerators, more automobiles, more FACTS ON AMERICAN HOME READERS 


washing machines, more everything! @ 2;350,000 home-loving circulation, read by 3,043,000 


le 
‘ ‘ ; women and 1,497,000 men ain’t sore at the yo | * 
Right now home is the biggest, hottest news of : ; Naw, we #0). Ive just that © 
: ‘ ‘ @ 67.5% own their own homes, located in and around in Grin ( a he of extra goes 
the day. All the intensity formerly backing the war big city, easily-accessible trading centers woul — “ i we really — 
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They Want What You Have and They Can Afford it! 


They’re Looking For You 
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General Motors |Spencer, Bartlett & Co., Chicago 


|hardware wholesaler, and Aldens 
|/mail order company (AA, Feb. 11 
and 25). 


Follows 1-Story 
The four new GM buildings will 
provide 325,000 additional square 


Warehouse Trend 
|feet of storage space. The ware- 


Detroit, April 10.— To improve |}, . . Z 
: . ouses in Chicago, Baltimore and 
General Motors’ supply service to Sen Antonis 4 replace ware- 


its car dealers, GMC’s Argonaut ‘ , : 
realty division has let contracts oongely po rpconge sl hv 
for construction of four new ware- | iN) provide for expansion of a 


houses in Chicago, Baltimore, Min- | ; 
neapolis and San Antonio. plant there. Baltimore, San An- 


All the warehouses will be one- | tonto and Minneapolis warehouses 
eae ; will carry up to 35,000 different 
story buildings, according to T. H. ite ehh fer Buick. Cheveoiet 
Keating, general sales manager, |? ; 9 EVE Oerrs 
Chev let otor division Chevro- |Oldsmobile and Pontiac cars. The 
— a : ~ |Chicago plant will carry parts for 
let will operate the warehouses | oth chaos Gnaeet Deicke 
“as part of a nationwide ware-| P ’ 
house system known as the Gen-| 
eral Motors Parts division. : Hoffman Advanced 
The GM construction follows | ee Th Milian southecst di- 


the trend toward single-story | ¥icional manager of Pennsylvania 


plants that developed during the | gajt Mfg. Company’s laundry and 


war. Similar one-story ware- dry division, has been named as- 
houses are planned by Hibbard,|sistant manager of sales, with 


headquarters at the main office 
in Philadelphia. 


Steinhardt, Schlissel 


Form Art-Copy Associates 


Martin Steinhardt, advertising 
and sales promotion manager of 
the L & R Mfg. Company of Ar- 
lington, N. J., and George L. 
Schlissel, Newark advertising ar- 
tist, have formed a new agency, 
Art-Copy Associates, with offices in 
the penthouse suite of the Shera- 
ton building, 11 Hill St., Newark. 
Mr. Steinhardt, president of the 
new agency, will continue to 
handle trade and national adver- 
tising and sales promotion for 
L & R Mfg. Company. Mr. Schlis- 
sel is vice-president and art direc- 
tor of the agency. 

The agency will handle the fol- 
lowing accounts: Tweezer-Weld 
Corporation, Wilfred Beauty Acad- 
emy, Essex Decorators, Career 
Training. Institute, G. C. Products 
Company, Pan-American Export 
Company, Lustrus Products and 


the New Jersey Jewelers Supply 
House, all located in Newark. 


Lawson Joins Wildrick 
Robert Lawson, recently dis- 
charged from the Marine Corps 
and before that on the research 
staff of Ruthrauff & Ryan for four 
years, has joined the creative staff 
of Wildrick & Miller, New York. 


Freitag Joins Father 


Joseph V. Freitag Jr. has joined 
the production staff of Freitag Ad- 
vertising Agency, Atlanta, after 
three years in the Army. He will 
work directly with his father who 
founded the business 30 years ago. 


Advances Wrightnour 


William F. Wrightnour, formerly 
manager of budget sales, manager 
of business development and mer- 
chandise manager of the U. S. Tire 
division of United States Rubber 
Company, New York, has been ap- 
pointed manager of sales training. 


and 


Air 


full details of new techniques of f 
drying fresh cut forage under : 
cover ...saves as much as 60% of 
the vitamins and food values 
formerly lost to sun and rain... 
keeps livestock better fed at lower 
costs... See page 28. 


ulnPer bonnet crop 


his profits . 


conditioned hay... 


Also eee Pastures Make More Beef”’, 
...“‘New Hope for theShy Breeder’’... 
dozens of other firsts in farm articles 
which make SF first on the farm... 
among the first farmers... more 4 
than a million subscribers backe¢hmggim 
by billions! For more facts _.2ssaaenre 
any Office... SUCCESSFUL PARSE ; 


a 


x 


Chicago, Cleveland, Detroit 


--- coming up! The Mrs. may not get a new Easter 
bonnet . . . because the Petersons are buying a facial for 
their farm this spring! 

Warned by chaffy ears and some clover failures, alkaline 
areas and sour spots, L. H. Peterson consulted his county 
agent, sent soil samples to Iowa State 
plotted map showing the sick soil locations, and complete 
prescriptions for fertilizing forage and corn fields. He can 
reasonably expect in 1946 some 2,000 bushels more of corn 
... ditto on oats ...on his 388 acres—which ought to 
buy a lot of Easter bonnets next year! 

**Pete Doctors His Farm” in SuccessruL Farminc for 
April (page 24) is a typical story of the new-type successful 
farmer . . . actively aware of the need for perpetuating a 
neglected national asset—the soil . . . of preserving his farm 
capital, using science and common sense to better his business 
. . It is likewise a significant story for 
advertisers, indicative of modern farming as a stable and 
prosperous industry . . . and of the million plus farmers of the 
thirteen Heart states, plus New York and Pennsylvania, 
who make SuccessFuUL FARMING a major medium to an 
important segment of the national market! 


... got back a 


Bottoms up!... forecast of farm products export in 1950 

has lard up 213% over 1935-39 
.. eggs even.. 

20%...“Your Markets Overseas 
—Are They Important?” 


. cotton down 


... page 21. 
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Families Want 
Appliances, Car, 


Furniture First 


Chicago, April 10.—The number 
of women planning to buy furni- 
ture and home furnishings during 
1946-47 doubles the number that 
bought during either of the pre- 
ceding two year periods, accord- 
ing to a market analysis by the 
Furniture Research Advisory Com- 
mittee. 

The study was made by Dr. Al- 
bert Haring, professor of market- 
ing at Indiana University and eco- 
nomic consultant for the National 
Retail Furniture Association. 
Cream market for furnishings 
and furniture is married women 
under 25, Prof. Haring suggested. 
This group listed furniture first on 
their buying lists, ahead of ap- 
pliances, floor coverings and radios. 
One out of two housewives under 
25 plans to purchase one or more 
furniture items and a major ap- 
pliance; one out of three will buy 
floor coverings; and one out of 
four a radio, the survey reported. 

Figures released by National 
Furniture Review, official NRFA 
organ, estimate that 36% of 
American families plan to buy 
some furniture in the next two 
years. Only 18.7% of the women 
interviewed bought any furniture 
in 1944-45, and only 16.4% bought 
any furniture in 1942-43. 

Planned major expenditures for 
all families during 1946-47 were 
estimated as follows: appliances, 
39.1%; furniture, 36%; automo- 
bile, 29.5%; rugs and _ carpets, 
25.5%; radio or television set, 
22.8%; build or buy new home, 
22.7%; redecorate home, 12.4%; 
remodel present home, 8.1%; 


vacation camp or home, 2.9%; 
travel abroad, 2.7%; other major 
expenditures, 0.9%, and “have no 
plans,” 25.3%. 


Birds Eye Boosts Four 


G. O. Bailey, vice-president in 
charge of production, has been 
named staff vice-president of Birds 
Eye-Snider, New York. J. E. 
Guinane, production manager, will 
succeed Mr. Bailey. H. E. Apple 
Jr. has been appointed manager of 
the eastern production division in 
Rochester, N. Y., succeeding H. J. 
Humphrey who has been named 
vice-president in charge of re- 
search and development in New 
York. 


AFA Adds Six 


The Advertising Federation of 
America has elected the following 
to membership: Daily Tribune, 
Columbia, Mo.; Fadell Company, 
Minneapolis; Ross Advertising 
Agency, St. Louis; News, Port 
Arthur, Tex.; Arthur W. Sampson 
Company, Boston, and Bonsib Ad- 
vertising Agency, Fort Wayne, Ind. 


WFEA Appoints Brush 


Arthur T. Brush, for many years 
associated with Washington, Bos- 
ton and Manchester, N. H., news- 
papers, has been appointed adver- 
tising manager of Station WFEA, 
Manchester, N. H. 


Elect Murphy V.P. 


T. Emerson Murphy, manager of 
industrial sales of Pratt & Lam- 
bert, Buffalo, has been elected a 
vice-president of the company. 


travel in U. S., 6.6%; build or buy , 


V 
R 
Y 


4 rs = ee A 
. — ee 
a SC | 
Y ee ve 
me) ak 
ig ae de 
Pea fil 
a = se 
: wi 
ee cu 
cignahe Je 
aren ta 
Sass m 
rhe hs o* “TT 
mAs gut {a “ 
a f Pr 
by be A ~ co 
XQ § 6 es th 
ef ¥ "tee W 
Ned ; S254 
: Awe Y eT 6, 
x, 0° 0° 0° 6%,\ 
oe aa ; : “ ‘ gnc. 0 a ott, ‘\ ( 4 
a = TOT ccceere ‘at 
- Ba Peet \ 
. 6 ZI XOOCD ROA Ca 
AKA ROC OO IC ; 
| Dy PGS 
. S Sea ee 
aes . Re Os & 
- T=’ Zia co 
oe . — S, as me: Ei 
“ ' ig rf ca 
Sa ts — Se ah ie) Vl ch 
“= ’ co | er 
a ale | 
ie . | oe ie th 
ie all i —_—_—_—__—— n¢ 
en ra T! 
bs he gu 
7 aS : ; ‘ } 
nae ¢ Va ar 
i br 
ah : a | je 
ek i 4 ene apne | 
sini i ye | w: 
: t ss | tic 
, | st 
. sil 4 | se 
e i. — es in 
ets ch ae 2B 7 "Y | fo 
| en) YAH (, | he 
‘ ag Z bd i sR, 
: a "hy tae _ wale ‘? a Hil . | 
Te mete e ti if | 
Meer a = a] | ef / Ww: 
et > a Tee i ae | 
= 5 ns 1 
or, i le: 
oe — oe | le 
ee <1) ee fa 
Bi OT a | 
Pe. ror > ck 
ea sin “| | ei 
f , . oe” as . hina ee —_— a 
: f, 4 = rs : : | ae ao. > eect eae - 
Y i & fh a a ij ayy if] Di ptare. f pei estas = 
t fie A —_— “arta! Mk pA | orl, EE 
i, a. lng HU emetzGe : 
Df be si 2 em BA py pC ~ : 
ae | | = ; OH 2 GRip ~ 
_ m WX 5 ee ond 
P eae! | | a 4 Teel re ws 7 14; u fe 
«< Ld _— As ‘ ee 4 \ ’ ? aa Z as oe 
, Most 3 i - { 2 S “9 fs ‘ ra ) eis ax * sg, Pr: SAuoyy Sr ie 2 N ks 
- cs ele. lg i . - on ca; _—= | ARns7, -& TRON, es fe 
is i. Eee es Des Moines, New YOrKgretiaes Ses a | PWOToc,, "Her " CAng, [R88 
Ov ee «yh ae” “rye : _ = $7, CRAP, °-Eng 4 x om 
RE MP ears: + a a cnn —— | "ROT rp n° kteer PAVERS , 
eee \ ot a eS ‘=e . as. Tor Ack 
. io rk ~ See ' ~ ‘ —= Pr, WAL ¢y Peps 7 ¢; y “ 
= ae weil P| Rie an ES SRavegs 
Se tatieess ts 9 aN ve ree ret al . , dem ad 
—— = ; Mi Comes cats TORINTO MONTREDL WINNIPEG 


1946 


tional 
FA 

0 6(COf 
buy 

, two 
omen 
1iture 
ought 


2s for 

were 
ances, 
tomo- 
rpets, 
. set, 
home, 
2.4%; 
8.1%; 


r buy , 


2.9%; 
major 
ve no 


r years 
, Bos- 
news- 
adver- 
VFEA, 


Advertising Age, April 15, 1946 


Willys Overland 
Reconverts; It's 
Yet Another Jeep 


June Ads Announce 
Station Wagon; Cars 
Must Wait Till Fall 


Toledo, O., April 10.—Recon- 
version, for Willys-Overland at 
least, comes in easy stages. 

Other motor makers, wrestling 
with production problems, tell 
dealers that today’s orders can be 
filled in a year. 

Meanwhile Willys dealers are 
getting deliveries in three or four 
weeks, sometimes immediately, on 
current orders for the “Universal 
Jeep,” civilized model of the mili- 
tary work-horse. Despite some 
motor makers’ comments that the 
“Universal jeep” is the industry’s | 
prize flop, and Pepsodent’s dis-| 
covery that only two of 20 contest 
prize winners preferred jeeps to’! 
the equivalent amount of cash, the | 
Willys sales people seem happy. | 

Present jeep sales, they claim, 
are taxing the Toledo plant’s 
6,000-car-a-month capacity. And. 
Willys dealers are making new 
car sales, and new car commis-_| 
sions, today, with jeeps. 


Teaser Campaign Starts 


This week Willys, through Ewell | 
& Thurber Associates, took a full | 
color bleed page in The Saturday | 
Evening Post to tee off a teaser | 
campaign building up the “third | 
chapter” in Willys vehicles) 
“powered by the heart of the mili- | 
tary jeep—the war - tested fone 
engine.” 

But readers who anticipated that | 
the teasers would lead to an an-| 
nouncement of a full-fledged | 
standard car, are in for a surprise. | 
The third chapter will be, you) 
guessed it, another jeep. It is a) 
seven-passenger, all-steel jeep sta- | 
tion wagon, according to future | 


announcement copy, a “blood-| 
brother of the famous fighting | 
jeep.” 

The station wagon’s features | 


will include: All- steel construc- | 
tion with steel floor and one-piece | 
steel top; no wood in the body; 
seven adult-size cushioned seats, | 
six of them removable; all-round 
safety glass; a large double-door 
in the rear that can be dropped 
for heavy loads; and plenty of | 
headroom and room for’ bundles 


| 


| 

-| 

Ads to Appear in June | 
Willys will announce the station 
wagon in full-color spreads in 
American Magazine, The American 
Weekly, Collier’s, The Saturday 
Evening Post and other magazines 
in June. Tie-in copy will be re- 
leased through 24-sheet posters, | 
newspapers, business papers and | 
farm publications. 
The station wagon’s price has| 
not yet been revealed, although the 
civilian Universal jeep sells for | 


CHARDWARE DEP I 


“Any limit on those wolf traps you 
advertised over W FDF Flint?” 


$1,195 f.o.b. Toledo. body and final car assembly. |May and 75,000 in June, it was 
Light trucks and passenger cars| Together, the two plants will| disclosed. Distribution to dealers 
will follow, perhaps late this year.|employ about 10,000 at peak pro-| Will be based on proportionate 


duction. Details and specifications | 1941 sales. 
CHEVROLET CONFIRMS of the new car will be released | 
LIGHT CAR PLANS coincident with beginning of pro- ‘Camera Makers Form 
Detroit, April 9.—Plans for a, duction. “tee 
new model light car, starting pro- Mr. Coyle will head the Chevro- | Trade Association 
duction in mid-1947, have been) let light car division, and the car | Manufacturers of cameras, film 
announced by M. E. Coyle, gen-| will be sold through Chevrolet's | 274 other aoacten ten on Ma a tar 
eral manager, Chevrolet division, | regular wholesale and retail out- | Ne Yok dans. oa a the 
General Motors Corporation. lets. Beyond this, the operation |National Association of Photo- 
Application has been made to| will be independent of Chevrolet. | graphic Manufacturers. 
CPA for authority to erect plants| Immediate problems, Mr. Coyle| Installed as officers were Rob- 
and provide facilities for this pur-|said, are those of building con-|ert D. Howse, president, Argus, 
pose at Brook Park and Parma,|struction, obtaining and installing|Im¢c, Ann Arbor, Mich.; vice- 
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|presidents, H. A. Schumacher, 
vice-president, Graflex, Inc., 
Rochester, Minn., and Chester C. 
Cooley, vice-president, Da - Lite 
Screen Company, Chicago; secre- 
tary, Charles C. Tillinghast Jr., 
Hughes, Hubbard & Ewing, New 
York, and treasurer, Joseph C. 
| Wilson, vice-president, Haloid 
|Company, Rochester. 


Names Upham 

P. W. Upham has been named 
|account executive of Philips Webb 
tg hane & Co., New Haven, Conn., 


to handle the Regal Specialty Mfg. 
Company account. 


near Cleveland. Motors, axles,) machinery, and producing tools, | 
transmissions and similar com-| dies and fixtures. 
ponents will be produced in the| Dependent upon availability of | 
million-square-feet Brook Park|manpower and materials, Chevro- | 
plant. The Parma plant, half again| let has scheduled production of | 
as large, will handle pressed metal, ' 20,000 units this month, 50,000 in| 


GIBBONS 


ADVERTISING 


KNO 


TORONTO MONTREAL, WINNIPEG 


J.J. GIBBONS 


200 BAY STREET. - TORONTO 


WS CANADA 
LTD. 


MERCHANDISING 


REGINA, 


CALGARY, EDMONTON VANCOUVER 


blending freshness and delicate 
flavor to appeal to her wide-awake 
senses. They’re making the most of 
her mellow mood. 

She’s under the spell of authors 
like Libbie biock, Vina Delmar, 
Margaret Culking Banning, Sinclair 
Lewis, Faith Baldwin and the other 
great writers who appear regularly 
in Cosmopolitan. 

She’s in the grip of emotion. And 
emotion makes wars. Emotion makes 
marriages. Emotion makes sales. 


*A Cosmopolitan advertiser since 1912. 


Sis FRESH and sparkling youth— 
impulsively warm and emo- 
tional. Yes, and just now she’s newly 
aware of the wonder and beauty of 
living, thanks to a beautifully told 
story by Ann Head she has just read 
in Cosmopolitan Magazine. 

Cosmopolitan, page after page, is 
{.lled with the world’s greatest emo- 
tional writing. It’s great writing and 
it makes great reading. It’s writing 
that banishes silly inhibitions, 
that brightens a reader’s outlook, 
that paves a golden road to open, 
receptive minds. 

And now, while she’s still filled 
with a warm, impulsive urge for 
things new and exciting, Campbell’s 
is tempting her appetite with their 
popular, delicious soups. They’re 


GREAT WRITING 


osmopolitan 


MAKES GREAT READING 
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BULLSEYE DISTRIBUTION 


Fawcett Distributing Corporation aims magazines where they will 
‘sell. And sell they do! 
In 1945 Fawcett distributed over 236,000,000* copies of magazines 
— making Fawcett Distributing Corporation America’s largest inde- 
pendent magazine distributor. 
Morever, Fawcett Distributing Corporation methods include accu- 
rate and complete records: 
that means order regulation sheets-showing past sales 
performance and last year’s trends, issue by issue — 


and week-by-week check-ups showing the sales picture. 
Notice this — 793 wholesalers and 7 galley distributors maintaining 
complete retailer records — that’s how the last issue is posted before 
the distribution of the current issue. 
There is virtually no waste in independent distribution . . . Find 
out how Fawcett can help you boost newsstand sales and cut down 
returns. Write or call, Roscoe K. Fawcett, Fawcett Distributing 
Corporation, Greenwich, Conn. 

* ONLY 4.8% WERE RETURNED. 
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lhe Pay- Off af NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


DO YOU USE FRIENDS’ 


One of the most 
productive sources 
of good prospects 
for your mailing list 
is the names of 
friends of your cus- 
tomers. 

You can get 
friends’ names on 
the back of order 
forms, invoices, or 
on special slips en- 
closed in your let- 
ters for that pur- 
pose. 

One specialty mail 
order house circu- 
larizes its customer list once a year ask- 
ing for the names and addresses of 
friends who might be interested in their 
products. It uses a processed letter, care- 
fully filled-in, and mailed under one-cent 
postage. The form on the back of the let- 
ter provides space for 12 names. A busi- 
ness reply envelope is enclosed. This let- 
ter pulls 35% replies and each form re- 
turned: averages six friends’ names. 

The mailing costs approximately $25 
per thousand. With a 35% reply and six 
names per reply, the mailing produces an 
average of 2,100 names at a mailing cost 
of $25 or about $12 per thousand. 

Friends’ names are far more productive 
than the average run of prospect names 
because they have been personally selected 
or recommended. To get the greatest re- 
sponse from friends’ names, refer in your 
letter to the fact that a friend (use actual 
name if possible) has asked you to write 
him. 

On your friend’s name form you can 
provide a space where your customer can 


You Ought toknow. 


Every once in a while, some counselor- 
at-law pores over his calendar, stirs un- 
easily in his chair and then gently dabs 
at his forehead. Especially if he has dis- 
covered that he is about to meet the 
gentleman from Vir- 
ginia. The gentleman 
from Virginia is Isaac 
Watlington (Ike) 
Digges, attorney, no 
mean adversary. 

“This is just a coun- 
try law shop,” blandly 
announces Mr. Digges 
from the depths of his 
swivel chair. Such legal 
opponents as he has 
faced, including the 
Federal Trade Com- 
mission, are willing to concede that it is 
an amazing “country law shop,” espe- 
cially in view of the fact that country 
law shops in Manhattan are extremely 
rare. 

This “country lawyer,” representing 
such organizations as Good Housekeep- 
ing, the Association of National Adver- 
tisers, Bristol-Myers Company, Bissell 
Carpet Sweeper Company, and the Ad- 
vertising Research Foundation, as well 
as maintaining a general practice, has 
swept his way through to some illustrious 
legal victories. 

Ike Digges’ love of individual freedom 
and free enterprise is to a great extent 
responsible for the zest with which he 
undertakes such projects as the defense 
of Good Housekeeping’s seal of approval. 

“The government,’ Ike explains, “is 
like any other plaintiff. Frequently what 
is expressed as the opinion of the govern- 
ment or of an agency of the government 
is actually the opinion of one or two in- 
dividuals. They can be wrong.” 

In spite of the fact that on many occa- 
sions he has been a legal opponent of 
the Federal Trade Commission, there is to 


£ 


1. W. Digges 


NAMES? 


give you permission to use his or her 
name in writing to their friends. Usu- 
ally a sentence like: “( ) Check here 
if we may use your name in writing to 
your friends” does the trick. 

Where you have permission to use the 
customer’s name, an excellent opening 
paragraph for your letter may read: 

“We have been asked by a personal 


friend of yours, Mr. ........ , to send 
you a copy of our latest catalog,” et 
cetera. 


Word the first sentence of your letter so 
that the fill-in of the customer’s name 
comes at the end of the line where it is 
easy to insert. 

By inserting the customer’s name in 
the letter, you get immediate attention 
and win the confidence of the prospect. 
Results have doubled where the custom- 
er’s name is filled in. Where both the 
prospect’s and the customer’s names are 
filled in on a processed letter, you must 
mail that letter under first class postage. 

If your customer doesn’t give you per- 
mission to use his name, you can still 
keep the spirit of the friend’s name ap- 
peal by starting your letter with this 
opening: 

“At the suggestion of a good friend of 

yours, we are sending you a copy of 

our latest catalog,” et cetera. 
Another good opening is: 

“A business associate of yours—who is 

also a friend of ours—has asked us to 

tell you about a most unusual offer we 
are making this month.” : 

While you can’t develop a large volum 
of friends’ names as compared with cold 
prospect lists, you will find them more 
responsive and they will stand more in- 
tensive mailings. 


e elsaac W. Digges 


him a certain nostalgia connected with 
facing the commission. From 1922 to 
1925, he was on the other side of the 
fence as an investigating attorney for 
the commission and was at one time the 
commission’s expert on national adver- 
tising. It was at that time that he par- 
ticipated in the government case against 
the Aluminum Company of America. 

Earlier in his life, this grey-eyed Vir- 
ginian faced a somewhat similar turn- 
about situation when he was admitted 
to the bar in Virginia and following his 
admission, proceeded to go to law school. 
He had, however, studied civil law at 
the University of Paris, and was a student 
at the French School of Political Science 
from which he graduated in 1921. 

His leaning toward law is not without 
considerable foundation. His father, Isaac 
Digges, was an attorney at West Point, 
Va., where young Isaac, the sixth of his 
family to bear the name, was born in 
1897. About a year after the birth of his 
son, the elder Digges moved his practice 
and his family to Richmond. It was there 
that young Isaac Watlington Digges at- 
tended Richmond public school and Rich- 
mond Academy. He was later a student 
at the University of Richmond where he 
graduated in 1917. Immediately on his 
graduation, this embryonic attorney joined 
the American Expeditionary Forces in 
France where he went through the cam- 
paigns at Chateau-Thierry and St. Mihiel. 
He was a member of an advance ordnance 
unit in the U. S. Second Army. 

Even during wartime Mr. Digges devel- 
oped a fondness for France which 
prompted him to stay for five years dur- 
which he attended the French schools 
from which he graduated in 1921. His 
father’s ill health was directly responsible 
for his sudden return in 1921, but his in- 
terest in France and the international 
scene remains so much alive today that 


it is no surprise to find him a liaison 
agent between the State Department and 
certain communities in Westchester 
County, N. Y., regarding the future per- 
manent home of the United Nations 
Council. 

When he’s not head over heels in some 
legal joust, he indulges in one of his 
prime hobbies, his keen interest in Amer- 
icana. In fact, he literally lives it. His 
home at Bedford, N. Y., located on a 
five-acre tract, has as the heart of the 
house four rooms originally built in 1757. 
Around the original four have been 
added eight other rooms, now almost 
completely filled with 18th century fur- 
niture. It was here that he made his 
home with his wife, the former Augusta 
Glass, daughter of Senator Carter Glass. 
Mrs. Digges died in 1941. Now this gentle- 
man from Virginia lives there with his 
two daughters, 19-year-old Sherrill who 
studies art, and 15-year-old Virginia. 

Probably the last thing Isaac Watling- 
ton Digges ever expected to do was be- 
come involved in the operation of a bus 
line, but the 10-mile jaunt from his home 


to the depot at Greenwich prompted him 
and his friends, during gasoline ration- 
ing, to underwrite a local transportation 
project. The fact that he is an inveterate 
tennis player and conceivably in shape 
to walk the distance did not lessen his 
enthusiasm for the bus line. 

During the wartime cigaret shortage 
he set up his own rationing system, which 
prevails to this day. Each morning this 
defender of free enterprise counts out 17 
cigarets and makes them do for the day. 
“It’s not hard once you get the hang of 
it,” he announced. 

In spite of the amount of time which 
he must devote to his profession, he has, 
it is suspected, failed to remove com- 
pletely “the country from the boy.” For 
the past 15 years he has owned a small 
dairy farm which he recently sold. ‘‘“Made 
a small profit,” he admits modestly. 

While it has nothing to do with the 
sale of the farm and certainly will never 
hamper his appearances in court, one 
earthy fact about Isaac Watlington Digges 
has come to light. Isaac Watlington Digges 
cannot milk a cow. 
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—The Advertising Market Place — 


The rates for this department are as follows: “Help Wanted,” “Positions 


wanted,” “Representatives 


lines. Terms cash with order. 


Wanted,” 
60 cents a line, minimum charge §2. 
and spaces per line; light budyface 34 per line. 


and 
Figure bold face heads 25 letters 
Box numbers add two 


Forms close Monday noon preceding 


publication date. Display advertisements take card rates. 


HELP WANTED 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lend- 
ing organizations. 
185 N. Wabash Ave., Chicago 


Free-lance slide-film writers wanted. 
Slide-film programs for national 


manufacturers requiring groups of 
films for immediate production af- 
fords profitable oppor. for slide-film 
writers in Ill, Ind., Ohio & Michi- 
gan, free to devote considerable | 
time to this work. 

Advise experience, lines most fa- 


miliar with companies for whom you 
have written slide-films and subject 
matter. Also suggested compensa- 
tion and present commitments. 

Box 8145, ADVERTISING AGE 


MANAGER 

Here’s SUCCESS for a young layout 
artist who has plenty of ideas and 
some executive ability. A good job 
as visualizer, art director, produc- 
tion manager with a leading agency 
down in sunny Texas awaits the 
right man. 

Box 8123, ADVERTISING AGE 

100 EK. Ohio St., Chicago 11, Ill. 


HELP WANTED 
PERSONALIZED SERVICE 
CAREER COUNSELORS 
Genl Mgr, Special Machry... .$25,000 
Sales Mgr, Food Mfgrs....... 12,000 
Sales Mgr, Chem goods....... 12,000 
Prom Mgr, Trade assoc..... 10,000 


a 


Adv Mer, Industrial.......... 6,000 
Asst Adv Mgr, Mfer future 4,200 
Field Prom, Trade assoc..... 6,000 
Field Rep, Trade assoc....... 3,600 
Cire Mgr, Trade paper..... to 6,000 
Copywriter, Consumer eds.. 15,000 
Copywriters, Agcy-Mfers...to 8,500 
| Copywriters, Mail order....to 5,000 
Writer, Educational subj..... 6,000 
“ditor, National magazine.... 7,500 
Editors, Tr papers-hse org... 4,800 
Prod Man, Know graphic arts 6,000) 
Layout Artist, Adv. Axcy.... 3,600 
| Mdse Men, Chain Store....... 8,500 
Meee, CHAIN BtOTe 2c ocicies ccs 6,000 


Sales, Space National mag.... 
Sales, Space Trade Papers.... 
THE HONES COMPANY 


9,000 


14 EK, Jackson Blwd., Suite 1515, Chgo., | 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S, State St., Har. 2063, Chicago 


j}apency. 
“Representatives Available,” | tend. 


10,000 | 


HELP WANTED 7 
COPYWRITER 
Copywriter for medium size Chicago 


write 
promo- 


who 
copy 


around experience 
xood live selling 
tional literature. 
ence and salary desired. 
Box 8124, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, 11. 


can 
and 


COMMERCIAL ARTIST. Good posi-_ 


tion with leading Printing House in 
St. Louis. Must be able to complete 
finished drawings from layouts for 
reproduction. State age, salary ex- 
pected, education and experience. 
Box 8125, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, 111. 


POSITIONS WANTED 
To An 
ACCOUNT EXECUTIVE 
Seeking an Assistant 
need an assistant 


| Do you 


organization 
to 


|advertising? Small 
experience enabled me 
wide and 
cipally in radio. Desire position 
| leading to handling accounts. 
Box 8128, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Ill. 
A PROVEN PRODUCER 
Adv.—Sales Pro. mgr. or asst., now 
employed Chicago. Capable writer, 


mfrs. and industrial 
specialties. Energetic 
Locate anywhere. 
Box 8130, ADVERTISING AGE 
100 K. Ohio St., Chicago 11, Ill. 


PU 


ye 


Tus IS A modern industrialized farm. It’s a high income farm, too—one of the nearly- 


three million farms which are electrified. This farm is of particular interest to advertisers of 


electrical equipment as it is a pre-selected prospect — which means it has been chosen by a 
power company to receive ELECTRICITY ON THE FARM Magazine. That’s because the 


Electric Company has decided by personal examination that it is the type of farm which will 


increase its consumption of electric power. Consequently, it needs, can and will buy more 


electrical products for both farm and farm home use. 
The power company wants this farm to gett ELECTRICITY ON THE FARM Magazine — 


and sponsors the subscription — because it knows that the editorial policy of this publication 


—and this one alone —is specifically and wholly directed to showing farmers how electric 


power and equipment helps in better farming and finer home living. 
ELECTRICITY ON THE FARM Magazine is read in 400,000 pre-selected farms like this 
one. For these logical reasons —and others which we will be glad to tell you about— 


ELECTRICITY ON THE FARM Magazine is the most potent medium for electrical manu- 


facturers who want to reach prime prospects in the powered farm field. 


TY ON THE FARM wxcane 


Need versatile man with all | 


State age, experi-| 


| who_ is | 
|} young (29) and experienced in sales, | 
| publicity, promotion in all phases of | 


obtain a) 
varied background—prin- | 


sales stimulator, 25 yrs. with major | 
agencies— | Business 
mehy., electronics, automotive, office | 
adaptable. | 


POSITIONS WANTED 


‘CREATIVE ARTIST 


Advertising Age, April 15, 1946 


| Ave 35, available in August, seeks} 


connection in California. Ten years 
experience, layout, lettering, poster 
design, finished art. Also knows silk 
screen process production. 
Box 8136, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING OR SALES MGR, 
College grad., 12 yrs. newspaper adv. 
| including 6 as mgr., Canadian Sales 

mgr. confectionery co. 6 yrs., Amer. 
citizen, age 41, family. 
Box 8131, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Il. 
Vet Searching for Opportunity 
Fair amount experience copy, 
out, trade journal ads. Excellent 
correspondent. Good tech. back- 
ground, especially in electronics. 
Wife and daughter. Want to advance 
|} on ability. 
Box 8132, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SPACK SALESMAN—S yrs. experi- 
Age 30. Desires new connec- 
tion, publication or radio. 

Box 8133, ADVERTISING AGE 
} 100 E. Ohio St., Chicago 11, Il. 


; ence. 


| SINCERE, AMBITIOUS YOUNG MAN 
| FOR ADV. MGR. OR AGENCY JOB 
| 26 yr. old ex-AAF Lt. Col., single, 
| desires copy, contact, research or 
production job with adv. agency or 
| mfgr. looking for a man with poten- 
tial executive ability. Graduate 
Administration and Adver- 
tising Ind. Univ. 1941. Adv. course 
Int. Corres. Schools, 1946. Diversified 
| practical experience includes retail 
sales; transportation; army distri- 
| bution system from both ends, mid- 
| dle, top and bottom. Prefer midwest 
location. 
| Box 8134, ADVERTISING AGE 
| 100 E. Ohio St., Chicago 11, Il. 


Young man (21), A.B. wants copy | 


|} and rough layout job. College mag., 
| print, shop and retail sales exp. Chi- 
cago. 

Box 8135, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 

| ADV. MGR. OR ACCT, EX, 

| Asst. Ad. Manager, 33, with large 
|; midwest manufacturer of packaged 


lay- | 


| 
| 


| grocery goods wants position as Ad} 


or Account Ex. 


| Manager 
experienced in 


| oughly 


Thor- | 
marketing | 


| strategy, copy development, sales, 

etc. Creative and used to working | 
| with people. Prefer N. Y. or Chi- 
| cago. 


Box $137, ADVERTISING AGE 
| 100 E. Ohio St., Chicago 11, Il. 
ATTRACTIVE YET INTELLIGENT 
woman Public Relations Director 
wishes new position entailing hard 
work, creative opportunities, and 
excellent salary. College grad.,— 
advertising & radio experience. 

Box 8139, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVES AVAILABLE 
FOR FLORIDA—Sales, Adv. Promo- 
tion, Surveys, News or Trade Paper 
Correspondence—part or full time 
work by one with many years ex- 
perience N. Y. and Chicago as Adv. 
Agency Exec., Sales Promotion and 
Publicity man, now living in Central 
Florida—not seeking pay roll job. 
Immediate Chicago interview. 

Box 8126, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Il. 
rRADE-PAPER REPRESENTATIVE 
Established one-man office New York 
City, interested adding another pub- 

lication. Straight commission. 
Box 8127, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Philadelphia publishers representa- 
tives desire to represent highgrade 
trade publications in this territory. 
Best references. Full information. 
Box 8129, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ACCOUNT EXECUTIVE 
With well-known New York agency 
desires new connection (New York 
or Los Angeles’ preferred) where 
initiative, promotional ability and 
innate “sales sense” can be used to 
maximum advantage to get new ac- 
counts and keep old ones satisfied. 
Thorough knowledge agency pro- 
cedure, production, customer rela- 
tions. Strong on industrial advertis- 
ing, ideas, copy angles. Not inter- 
ested in excuses or promises; inter- 
ested only in good advertising, good 
accounts, good salary—and an op- 
portunity to talk it over with you. 
Box 8138, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Designer—Art Director 
Advertising layout, finished art, il- 
lustrating, product and interior de- 
sign, married, now employed desires 
connection with established agency 
or manufacturer, with sound future 
program only. 

Box 8140, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


YANKEE WANTS TO GO SOUTH 
Veteran, 37, B.S. Degree, married, no 
children, who has lived in South, 
wishes to return. 13 years advertis- 
ing experience handling layout, pro- 
duction, purchasing of everything 
from 11-inch insertion to 24-sheet 
poster. Able to turn out top work as 
asst. or Adv. Mer. or Art Director. 
Box 8144, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 111. 


| 


| 


zine. Travel by car, very large ter- 
| ritory. Earnings $10,000 gross, 
$7,500 net, are very reasonable ex- | 


pectation. 
Box 8141, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


| MISCELLANEOUS 
Wanted—To Buy—Small Advertising 
agency or advertising business. 
State full particulars. 
Box $142, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


| 


| 
| 
| 


CAN BE BOUGHT AT RIGHT PRICE | 


APPROXIMATELY 
| PANELS AND PAINTED UNITS 
LOCATED IN SOUTHERN STATE. 
OPPORTUNITY FOR EXPANSION. 
30x 8143, ADVERTISING AGE 


550 POSTER 


WANTED 


| Experienced Advertising 
Agency Executive Who Has 
Controlled Business 


Well-known advertising agency, 
amply financed, desires to add 
experienced agency man of 
high calibre who has controlled 
business. Or will consider sea- 
soned agency man who is 
crackerjack salesman. 


Agency handles prominent na- 
tional accounts, but wishes ad- 
ditional volume. Generous 
financial arrangement. Write 
full particulars to 


Box 6464, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


¢ r, 
Unusual Opportunity 


ACCOUNT EXECUTIVE 


An old established medium size Chi- 
cago advertising agency would like to 
make contact with an account execu- 
or ther, 
is not entirely happy with his present 


connection. We are prepared to make 


tive who, for one r 


a most attractive arrangement with 

the right man. All correspondence re- 

ceived in reply to this offer will be 

treated in strict confidence. Our own 

organization is familiar with this ad. 
e 


Box 6463, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


Association 
Managing Director 
WANTED! 


Established, national association of food 
manufacturers, ready to expand, seeks 
ambitious man for Managing Director. 
He must have the poise, persuasiveness, 
experience to sell a Service and Program 
to company heads . . . proven managerial, 
executive experience .. . ability to ad- 
dress groups . . . pleasant, long-wearing 
personality. Above all, he must have a 
thorough understanding of an actual ex- 
perience in merchandising food, display 
material. Practical working knowledge of 
national, local advertising, direct mail, 
likewise essential. He will headquarter 
in Middle West, travel extensivel , 
be practically his own boss. His ade- 
quate starting salary should increase as 
association expands. For interview with 
association Directors and its advertising 
agency, write promptly stating age, edu- 
cation, business experience, family set-up, 
starting salary expected. Enclose photo- 
graph. No samples. If interview seems 
indicated, you will be notified. 
Box 6465 
rT Age, 100 E. Ohio Street 
Chicago II, Illinois 


Another Opening at 
CHEN YU for 


EXPERIENCED 
COPY WRITER 


An unusually interesting op- 
portunity for an experienced 
cosmetic copy writer who can 
start producing quickly. Dealer 
newspaper ads, direct mailings 
for CHEN YU and three othe 
associated companies. , 
Rapid expansion of advertis# 
ing department opens oppor- 
tunity for real advancement to 
one who can actually produce. 
Apply by letter only (give 
phone number) to the Adver- 
tising Manager. 


CHEN YU 
200 East Illinois Street 
Chicago 11, Illinois 


ACCOUNT EXECUTIVE — 


is poor advertising agency service jeop- 
ardizing accounts which you control? 
Then investigate new Chicago agency op- 
portunity Brevetan genuinely superlative 
creative ability. Attractive terms. 


Box 6467, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Minois 


S. 
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Diamond Match 
Answers Berge 
with Timely Ads 


Chicago, April 10.—Newspaper 
readers who saw Attorney Gen- 
eral Clark’s announcement of the 
government’s consent-decree 
against major American and 
Swedish match producers today 
found a timely and sobering an- 
swer in adjoining advertising col- 
umns. 

Diamond Match Company, one 
of the principal defendants, placed 
400-line advertisementsina 
selected list of metropolitan and 
plant-city dailies to telegraph one 
public-relations theme to consum- 
ers. It was, “Here is one price that 
has not changed in 50 years... 
the price of matches.” 

Copy reminded of these prices 
of 50 years ago: butter, l6c a 
pound; eggs, two dozen for 25c; 
a man’s serge suit, $12; ladies’ kid 
oxfords, $1.37, and roast beef, 10c 
a pound, 

“Today,” copy continued, “Dia- 


SALES PROMOTION MAN 


Needed for national merchandise distributor 
to prepare plans and programs for presentation. 
Should be very familiar with use of charts, 
graphs, and photographs. Will be provided 
with basic principles of particular programs 
and will be responsible for preparing manuals 
and booklets to submit for approval of the 
programs by top management. Must be orig- 
inal in thinking and have plenty of ingenuity. 
Unusual opportunity for qualified individual. 
Give details of experience and salary desired. 
Must be able to provide samples of work on 


request, 
Box 6466 


Advertising Age, 100 E. Ohio Street 
Chicago 11, Illinois 


|mond pocket boxes are still Ic 
each and the big box of 
| Diamond Matches is still 5c.” 

_ Although the ad copy did not 
'refer to the government’s anti- 
|/monopoly suit, filed by the Justice 
Department in 1944, a Diamond 
spokesman admitted frankly that 
it had been placed as a one-time 
shot to counteract the govern- 
ment’s announcement. 

In Washington Wendell Berge, 
head of the Justice Department’s 
| anti-trust. division, asserted that 
|the consent decree had broken a 
world-wide monopoly and cleared 
the way for American manufac- 
ture of ‘an everlasting match.” 
The decree, according to Mr. 
Berge, required the match com- 
panies to grant royalty-free li- 
censes for making the match, 
which may be lighted several 
thousand times before being dis- 
carded. 

In a statement released at the 
time the consent decree was en- 
tered in the U. S. district court for 
the southern district of New York, 
Diamond Match denied any par- 
ticipation in a cartel, and con- 


| tended that it had aggressively 
‘fought the late Ivar Kreuger’s 
‘Swedish international match mo- 
| nopoly. 

|ment’s charge that a_ so-called 
“everlasting match has been kept 
from the public,” saying that it 
|holds no patent rights, and would 
|be the first to sell such a device 
/on the American market if it were 


| commercially practical. The news- 


Barton, Durstine & Osborn, Chi-| 


cago. | 
Publishes New Magazine | 

Henke, Mors & Govan, Inc., Chi- | 
cago, has begun publishing Law | 
Enforcement Review, monthly. 
magazine for private, city, state, | 
county and federal police officers. | 
The basic page space rate is $190. | 


Publisher Buys Buildings © 

Periodical House, Inc., pub-| 
lisher of Flying Age, Secrets and 
14 other magazines, has purchased | 
adjacent two- and _ seven-story) 
buildings at 23 and 25 W. 47th. 
St. in New York. 


paper copy was placed by Batten, | 


\ 
} 


Diamond denied the _ govern-| 


61 


NOW IS THE TIME TO USE 


‘ 
\ 


\, - 


@ BALL PARKS 
@ RACE TRACKS 
@ BEACHES 


OUTDOOR CROWDS THIS YEAR WILL BREAK LAST YEAR’S ALL 
TIME RECORDS 


Low Cost Publicity 
Seen by Thousands 


AGENCY COMMISSION RATES ON REQUEST 


SKYWRITING INC. 


CHICAGO 


333 N. MICHIGAN AVE. FRA. 7100 


CHICAGO COVERAGE 


Chicago Correspondent for trade papers 
in non-competing fields can add one or 
two more publications on string basis. 
Newspaper, magazine background, col- 
lege graduate. Recently appointed Chi- 
cago representative for papers in food, 


drug field. 
Box 6468 
Advertising Age, 100 E. Ohio Street 
Chicago II, Illinois 


Hire a Veteran 
With a Future 


in Advertising 


* 
COPY WRITER, or acct. 


exec., experienced maga- 
zine, radio, business paper, 
retail. 


Chicago. $6000. JH-250 


COPY WRITER, or acct. 
exec., PT skipper. Has 
agency, catalog, direct 
mail experience. 


Chicago. $5000. JH-25| 
LIAISON or administration, 


agency, retail, hotel ad 
experience. 


New York. $4500. JH-252 
SALES PROMOTION, flight 


officer with 10 years sales, 


editorial, management 
exp. Specialist training, 
films. 


Chicago. $6000. JH-253 
RADIO DIRECTOR, experi- 


enced as agency producer, 
writer, announcer. 


Chicago. $4000. JH-254 


* 


Write or Phone 
j; JOB HUNTER today! 


A Free Service of 


Advertising Age 


100 &. OM10.ST., CHICAGO 11, AL 
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**But he says all he needs to know is that 


Solid Cincinnati reads The Cincinnati Enquirer” 


Quite so. Quite so. Only one reason for mentioning that The Cincinnati Enquirer 
has the largest home-delivered circulation of any Cincinnati newspaper .. . or, 
more explicitly, that 75% of all Daily Enquirers are invited house guests, each 
morning. Simply confirms what most space buyers know: that The Enquirer 
reaches Solid Cincinnati—the substantial, thinking, spending families of this 
1,155,703-population trading area. Represented by Paul Block and Associates. 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnati 


, 1946 = eres iy ee 
. : re 
ing : : 
eghase ant 
Has : ee : ds sa ; et is 
to a Cpa ss : ie r 
es tS aptlvad 
ee a 
= sat 
\ aM 
— p B 
r } fo Bee 
| ; a : 
nS 
a i eeee—SSCCs 
eee eee 
| 
| 
ry | ee 
| ha Bere eo ae ie oie’ cote . oan eae se ; 
| ‘— ogee ce ees ee aes 
' | Pee. see sete asic ot ep a “eee 
| Se oe oe ao = ey ita 
ee ee dee tee a 4 
a ee oe ae = : 7 ie 7 
| ——————— Vet a — y/ if oe | a 
W 4 f Ke Ri Oe BO ot a i ' qt pwaS : vi : | SS Kees ee ee _— 
. se B. . Pes HE poche’ : 
| 3 ‘ial ss fel - FEE Ny ‘ : Hed Tk foe eee Nee ; 
| I ee (2 aie i = a 
| i Be ; . BAL M4 ater i oe — 
‘ ty | * weno i ¥ 5° +4 tha i SSS sti 
. (E> “ cote 8 4 Fr co ‘ A Hie Hh ae 
=. a ae 2 ’ ie He ‘i a 
| Bee ad, a hot oo / Kuve b. F- i a is ee : 
ae s ay She ae fiath ed a & = Pe iz ta AERIS . ee : 
"ites wy 4 7, ~ hee Cg a4 Se 4 gf ae 
} Boo oat ee os | rea, ce E af aa pita ii eee er ; Pedy 
A | = iy * Py }? - : ke ’ / x S a x F Bia ‘ t : es oo : = 
to ————_———— == Ge \ er: nee ee es / ee Sat ra, aan 
j — “ — . » | eal . Se eh | 
1 | = ec i a. iy - . r/ ey | 1 | ee 
l | me ee fe sats “4 ale i ae ye : 
e " gy oe s : 
I » i e ia i ee aoe ays 
t V7 2 a ~ | ts of a 
! 1 aa — Aa A = porn 
: a i a eal 1) ae hi sens oe wae 3 aes a 
’ & pe bes bs tg Bt i : Baa '- 
' ' - — ie ; i) | oe PRIVATE ae ||. =e . 
i 1 e x ; ee — Js mae C Hy ¢ i pik: 3 ou cg @ ee : iy a. ied cubacaaie ig _ 
I 1 a is Ae [oS ea j bei ‘ 4 oe : ee 4 i . epee 
I { se He e Shes ug ‘ ey i i 3 re me es Ate ” : es ? 
! Ae A oS : Ws ee ph es Oe fe eee Peat | a ape: 
oe ee a big eee ee Ce es : F mt PAe ee ay oe bial i . a es han 
I \ ae vi ye ol gs Le ee , o eth % ‘ i ee ay : a : u i ah : jikap ae Re 
I 1 De hel ee aly *. ‘aa QD ae Be oa 9 ve spi 
| es - ea Beko ook +e gh hy ge pos. igs ae 4ie ; nee 3p ee * ee tee eee a 3 Bs: ar Pe eres 
I {| aes “fee J st ae ea ii yi * ie ee by aE pel : ie Te coe 
= 2 ae Be ge aE 5 pene ee ie ALA $ “ Ft gate + ae Be HE: } - es ‘i 
i i | -— oe ee ee ae ae ae va bai | a1 , Hye i : i ee pare : ares } a | rs age Ba, 
| Bee $ g Pt Boe. 3 iy Brine Sit Be ee § $ oe ee a i Ade pee: Prete te Ped : a: oe: 
———— { ye ee Eee oe ee) see nue Hi i: ’ vg Bae ee He peas bee ay, if eit hg ‘ pean 
! ee oe y Sue Mom ae a ' 4 is Ae Lea eae shies ee eae ae hag ee Yaar 
I t es ee shh ai Pa: if ee ee ve oo ae aoe aa - i. 1 ‘a 
— iH Ge Aa Sern aa a fF Sete ctey per et | |, 2 
' rh oe 2 ORes ce ee ga uaeat yryit a fi) ae ggg ee ik a iis i na . “thes 
; ee es ae ey a CAL. ayy i LAG eee Le Neat i : oie noice” ee ae ee 
. I ae ss Gee pe a, } o pie? r) eee i Mi Z ie Oe Ae Pgs if 4 : Y ik ae ly pe a3 a . 
a 1  . Be Bae ee 4 a mt 3 i i :f Ae he ee : ao i i Hale ie Pee oe oS 
= I te tee Bee eS : ae Mii i oe Re eae Wes ; hee ae "ij : Ae = Mee eh) By a i Dae ey Ae bee : 
{ i? ¢: cs Ee | x ilps. Bats. ks Aen ¥ ae. if Bes ges q i eA _ ae 44% : os te eet, 
if ! | a # a. lp ‘ . pede icin oe W, nye = Hl any i hae ae eh 
ae i 4 aA i pe. ag el ee ee 
I th ea a8 Y ie eal ey oe aa ee 
| ee Be : ss Figg es? Afr eS ais f ‘Om ‘ 4 beat a ; 2 a ia 
i 1 say ie Y Wak TRONRE <1 ee BS. Hm wy, 2 
») 1 | | fe. bie Ss ae as , ~A WRS NE ee i Ss ij babe | o, thi : 
ae ey ee i ia 4, HAP < 4! 
R i 1 Rca a fill WAT LRRGESS aowe- iF | We se ‘a 
| t oe Soa Of ai ey} oi a pias ee 
| Bk oak fy \ j 1} See ‘ 
abe i i a y. | Boo, QENNERED CREAN a7 i WA Bia oe 
ced t Hl eas ie We i AACA = fey ood ie, a 
can I Hi Be i . w CHAPS \ ~ td Me 4 aa 
ae i j  R te ee 
valer | | — J pep, a = 
. ‘oe ay Ay i 25% ie Bris 
ings 1 ee aR nearer a I ps P Ra a 
ther | | yy <= an a oo | — 7 “es "9 d at bee; i} Loy ie 
I ‘ ( Pi <n i Sai iy Oe he 1} 4 Ps } eS : le) og ae 
he ‘ ay io ae! i | Ge we) ae ba Ee ‘ s nos 
vs t ee 1 ee 4 1 he |. a. ae al Sox 
tise 1 1 _——£ y A raf | 4 iE vi a re [ae ele 
+t % ae. OF a es pe 7) | “ a he eS lee 
ns to | I bn ple 4 Maia ies a / le. "a | ee 1 ee , | / | Hs. — hens: ee i ae E ar 
ee. \ + a ae Sie PE eee 2 a © a " | ae oa Py se ate = We 
give = < 2 nee =e ww ce ae é|| _— ee 
lver- 1 | a ta ima eee aes — ; is ; he Pye j hice 
\ 1 2 se 02 Eo ae Sane i 9m a a —— ~ ‘\ ime 5 am ie ge a4 : 
i 1 ee ee iteaiin Piet ae ae 4 5s gee ee Ps pete tas i Ra x $ ee poets ma: a Ro iaconshall ee oe) Litt er, oe fy sid Rs 7 en 
ae aa ed viii a De ae : ie a fee wie ba pee ie ee ok: : a ie : 
s i a i eta ; | zs a c, ihe <a fate Bi “ ee. v metic cs oR z od go ) j ae 
’ a _ 9 asia ial ‘ oe i 
— are, 
1 Apee 
eee i 
a i ' 
a 
' 
==. oe == 
: i 
: "eh: 
6. ee e q 
Bees F ' i 
pie 37 ‘ ‘ 
it ‘gs or * 


Petrillo and NAB 
Axe Burying Gets 
On, But Not Fast 


New York, April 10.—The pos- 
sibility of future friendship be- 
tween the broadcasting industry 
and the American Federation of 
Musicians loomed this week fol- 
lowing a meeting here by an in- 
dustry committee headed by Jus- 
tin Miller, president of the Na- 
tional Association of Broadcasters, 
and a union delegation headed by 
James C. Petrillo, AFM presi- 
dent. 


| tives 


from the union and the! 
broadcasters to handle any pos- 
sible controversies which might 


come up in the future. Establish- | | 


ment of the committee must 
necessarily await negotiations the 
AFM is opening with the motion 
picture industry, however, con- 
cerning the union’s demand for 
higher wages and employment of 
more musicians in Hollywood. 
Despite the “conciliatory” tone | 
of the meeting, Mr. Petrillo re-| 
iterated his opinion that relations | 
with the radio industry are still! 
“critical” because of what he | 
named as “NAB inspired-propa- | 
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GENERAL WOMEN'S STANDARD 
—!946—. 1945 -—/946— 1945 -—/946— 1945 
MAR APRIL APRIL MAR BPR BPRIL MGR APRIL PPR 
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The group agreed “in principle” 
to the organization of a joint ad- 
visory committee of representa- 


Mining Magazines Merge 


Miller Freeman Publications, 


its Mining World with The Mining 
Journal, until now published by 
Trade Journal Publishing Com- 
pany, Phoenix, Ariz. The new 
Mining World will be published 
in San Francisco. Charles F. Wil- 
lis, former editor of The Mining 
Journal, will remain with the new 
monthly as editorial consultant. 


WORK WANTED! 


Wire & Metal Novelties, and 
Displays hand made to your speci- 
fications. Inquiries solicited. 


ELLBEE Mfg. Co. 
609 Bellair Ave., Vineland, N. J. 


~ - ~ ete 


“This developed shortly after I discovered 
the Kitchen Counsel Recipes 
im The Buffalo Evening News.’’* 


ganda” against the AFM. | 


Seattle, has announced merger of) 


1S50 - se ~ 400 - 
1450 - 40 - 300 - 
/350 - 30 - 200 - 
/250- 20 - 100 - 
APRIL ADVERTISING LINAGE IN NATIONAL MAGAZINES 
1946, -———1945——, ——1946——,  -———1945-———,, 
Pages Lines Pages Lines Pages Lines Pages Lines 
GENERAL True Romances (Mac). 52.5 22,530 54.2 23,293 
Ace Fiction Group..... 8.5 1,874 7.5 1,700 2: 89.7 38,154 87.7 37,335 
American Magazine 80.7 33,848 67.0 28,172 Vogue (2 issues)...... 345.7 eee 7 ry eH 
American Forests 12.7 5,320 11.1 4,746 WOman's DOV 4.660%. 43.2 18,54 y 9,829 
American Home ...... 76.7 48,472 62.9 39,770 Woman’s Home 
American Legion ..... 31.0 13,077 25.0 10,491 COMPANION .......... 89.0 60,507 71.0 48,295 
Asia & the Americas.. 0.7 286 2.0 858 
| Better Homes & Total Group ........3,276.7 1,691,554 2,725.2 1,360,420 
ere 85.0 53,806 60.0 37,725 STANDARD 
‘bChristian Herald .... 33.5 14,377 -» -26.2- 11,238 American Mercury .... 6.0 1,088 8.7 1,581 
eS en 5.7 3,901 “ae 3,613 Atlantic Monthly ..... 45.3 19,005 50.0 21,000 
Cosmopolitan «........ 90.5 38,816 78.0 33,447 Harper’s Magazine .... 42.7 10,154 53.0 12,610 
*Dell Detective Grp.... 17.6 7,554 eae  igeiced 
"Duns Review ....... 35.9 15,380 ene. ° detgiatecs TOtAl GROUP .icicas. 94.0 30,247 111.7 35,191 
IE ie 5 556 FE Media eae 12.5 5,369 15.7 6,591 OUTDOOR 
Esquire (Natl.) .:.+°.. 124.8 83,806 85.0 57,085 American Rifleman 30.0 12,607 32.2 13,510 
MUBCEMBION «..4.0s <ay:* ess 2055 13,412 15.3 10,620 bField & Stream...... 92.7 39,057 74.6 31,320 
WOTtUNe 6 6ncece sd my... 181.5- 114,708 185.6 117,286 Fur-Fish-Game ...... 22.5 9,653 17.8 7,618 
Grade Teac ry Fe. —s See 15,580 25.1 11,050 bHunting ne ae pop yt 9 hay 
House Beautiful ...... 119.5 75,515 117.3 74,154 BOutsoor LATE 2.0... é s 30, 
Hotse & Garden ....... 112.6 71,189 96.2 60,824 RMNUROOEE: g5460 so cas 5e 28.7 12,054 22.3 9,374 
Improvembxt “Era 25.9 TE,2147 19.3 8,267 bSportea Afield ......%. 72.5 31,083 58.8 24,691 
PRBtPUCUOE “F ia63.6 cpa 0s 28.3 19,334 21.6 14,802 
Macfadden Men’s Grp.. 18.2 7,825 18.5 7,956 Tota) Group «......<. 364.0 154.893 301.6 126,810 
Mechanix lIllustrated.. 67.5 15,114 63.3 14,158 JUVENILE 
Motor Boating ....... 110.5 64,999 91.8 53,974 bAmerican Girl ...... 16.1 6,901 13.7 5,774 
National Geographic .. 37.0 8,743 33.0 7,812 PIOUS TACOS sccscsvsesas 26.8 18,086 22.0 14,896 
bNation’s Business 58.9 25,288 65.2 27,379 Calling All Giris....... 28.2 Pane 23.8 ry 
Nature Magazine ..... 4.9 2,075 3.1 1,313 CHINE LATS isi ersiesss. 6.6 2,79 5.4 A 
RE he a Se ree 25.0 17,000 10.5 7,140 Open Road for Boys... 19.5 8,327 13.8 5,780 
Popular Mechanics.... 143.4 32,116 109.1 27,986 PUG COMICS: ..6 6 occas y Hf 2,922 Fe 2,749 
Popular Publications. . 15.7 3,529 17.5 3,930 
Popular Science ...... 134.7 30,163 125.6 28,140 | Petal Group: «2.26665 104.9 49,758 85.9 40,528 
TROGWORE chi cscccseees 52.6 22,585 55.0 23,597 WEEK LIES—March 
ee re 9.9 4,237 12.9 5,537 dAmerican Weekly 84.1 84,117 64.0 64,035 
Scientific American ... 10.2 4,394 18.1 7,776 Business Week ....... 355.4 149,268 376.9 158,315 
Street & Smith All eChristian Advocate 21.0 8,814 22.4 9,388 
Piction Grp. ...-.05.. 5.5 1,023 5.0 930 CIO O cess eteswedies 205.5 189,741 206.0 140,085 
ION. -cinGttk waa 6% 649.2 56.3 23,664 35.4 14,882 OO” Ser errr er ree 130.5 55,993 126.0 54,279 
Thrilling Group ...... 22.7 5,077 19.1 4,284 dFamily Circle ....... 61.2 26,271 59.1 25,349 
Town & Country ..... 176.8 217,768  113:6 75,299 BO. Nisce sb twee ass 39.6 16,983 51.7 22,178 
REE ee ee a 49.0 20,983 26.2 11,206 Ae cer er rer 57.3 34,708 48.1 29,841 
Woodmen of the World 6.6 2,812 4.2 pe Se 111.6 47,871 162.0 47,871 
Pe ae 112.5 66,150 80.2 51,230 ESS er eae rare 303.0 206,085 247.0 168,303 
RS Gb 9:9) bra, 9 69 Saeed 68.7 46,747 82.0 55,758 
TOthl GrOUD 4.04 6i08 2,201.38 1,099,352 1,778.3 908,712 PO ee 243.8 102,375 276.9 116,288 
y IN dNew York Times 
WOMEN a , 
Cc jie en 183.0 78,507 95.0 40,755 BEMGESING «cicisvise 167.38 142,242 100.2 85,209 
aaaeas Sediinkdye8' ks 192.0 82/368 136.8 58 101 aNew Yorker ......... 293.5 125,914 264.7 113,508 
Good Housekeeping 166.2 71,280 122.5 52,509 | bPathfinder .......... 33.9 sraae 49.8 20,987 
Harper’s Bazaar ...... 260.2 164,429 165.6 104,627 Saati wconina +++ 29.8 31,009 = 84.9" = 34,096 
PIGUTOME SH. co icicascess 19.7 14,907 22.6 17,098 ‘4 3 - 
Howsehold .......cce. 21.7 14,785 19.8 13,457 PONG sesas CARESS 3+ 6 362.0 246,171 268.2 182,360 
Ladies’ Home Journal. 139.2 94,641 104.9 71,354 | Saturday Review of . : 
: 9 - BMUOPARUTGS: 66606 e'hi ae 68.9 29,537 64.1 27,478 
Mademoiselle ........ 208.0 89,232 164.0 70,356 : = 
McCall's 94.5 64,241 87.7 59 640 Scholastic 02 Gate: 6 8 64% 25.2 10,588 31.3 13,147 
Modern Romances _ ; ‘ : 7 dThis Week Magazine. 54.9 45,251 40.4 33,323 
; rr 9 ‘Ae od WMI: “Aniale ts wacbia sib-acsa se 274.38 115,222 262.0 109,985 
0 ree ee 55.6 23,853 60.8 26,069 z "sfsleees aoe , 
Modern Screen (MM).. 63.6 27,286 65.3 28,028 United States News... 181.2 76,104 211.3 88,730 
Motion Picture (F).... 64.0 27,450 72.3 31,014 ‘ oo — 
Movieland ............ 44.1 18,923 34.3 14,724 Total GQPOUS. o64cs5.8% 3,172.2 1,745,535 3,049.0 1,591,363 
pe. 36.9 15,855 40.3 17,309 ; ; 
bMovie Show ........ 37.9 16,278 30.6 20,800 geome gg Rr Mir nan 
Movie Stars Parade.... 36.9 15,831 39.3 16,875  tcteligaes ened lt ge 
Movie Story (F)...... 60.8 26,058 67.3 28,868 age Size changed since last year. 
Movies 26.9 15.831 40.9 17.417 cFour issues 1946; five issues 1945. 
Parents’ (N. '¥. Metro - iis a5 : dFive issues 1946; four issues 1945, 
ieee opera epee 114.0 48,903 103.0 44,183 eOne issue 1946; two issues 1945. 
mn (Mat) ...... 106.1 45,523 95.9 41,155 | ag 
Personal Romances ... 37.1 15,948 33.3 14,324 — ne — 54.2 36.829 52.0 25.380 
Photoplay (Mac) ..... 78.3 33,582 67.0 28,830 woh is - ness ew 90, 5as ve. 79,080- 
Promenade ........... as fee 66 Bee | Cees Benes & 51.0 34,256 37.4 25,109 
Radio Mirror (Mac)... 44.3 18,995 45.6 = 19,573 alt alta ey Ry ol 
*Real Romances ...... 28.6 12,254 24.0 10,277 | Chatelaine ........... 53. 36, 49.5 33,680 
*Real Story > See 28.6 12.254 24.0 10,277 *Liberty COC CeCe CC OE OS 43.0 18,498 43.6 18,694 
Screen Guide 32.9 92° 350 41.4 98°13¢ | Maclean’s (2 issues)... 77.4 52,645 68.6 46,666 
Se iat to... 97.4 16 063 452 19 400 MOGTOIG: 54 Kid 866050500 84.0 56,448 69.4 46,660 
~~ piste gen Riel pe o> ae vs National Home Monthly 39.0 26,614 42.0 28.644 
Screen Romances 56.0 24,086 «62.3 26,783 | New World .......... 32.0 21,784 24.2 16,485 
BecretS ......sseeeeee 23.7 9,732 21.0 = 9,149 | Revue Moderne, La.... 29.6 20,167 27.8 18.540 
MOVGUGGER: 2052 ci0 cede. 153.3 104,276 100.4 #68,283 Revue Populaire, La... 38.9 27.218 24.0 23,798 
Today’s Woman ...... 16.8 7,208 19.3. 8,249 | *Samedi, Le .......... 38.2 26,757 38.1 26,675 
True Confessions (F).. 69.2 29,672 71.5 30,700 _ 
True Experiences TOL BPOUED: 6.6.0) s6 0105 541.1 357,829 486.1 303,331 
6) eres eee ee 51.6 22,128 50.6 21,720 oni 
True Love & Romance 50.3 21,558 50.0 21,429 *March linayge. 
| . . , s Ld s ’ 
Paris & Peart Publishes (‘Empire Digest’ Expands Mutuals of Wausau Makes Insur- 


| Paris & Peart, New York agency, 
has begun publishing “P&P Di- 
|gest,” a monthly digest of pub- 
\lished articles on merchandising 
and advertising developments in 
the field of foods, drugs and 
household appliances. The pub- 
lication will be distributed to the 
agency’s clients and their affiliates. 


Broach Appoints Graf 


E. H. H. Graf, associated with 
the Oilgear Company, Milwaukee, 
as Detroit district manager for the 
past 13 years, has been named 
sales manager of the U. S. Broach 
| Company, Detroit: 


ance Understandable,” will appear 
in a number of trade publications, 
and newspapers will be used in 
| key cities. 


. .Empire Digest, monthly maga- 
'zine published in Toronto, Can., 
will be expanded to a 128-page 
|publication in May, half to be 
|printed by letterpress and half in 
|rotogravure. The latter section 


| will carry advertising. 


Forms Industrial Agency 


Sherman E. Peterson, formerly 
|advertising manager of Stainless & 
|Steel Products Company and its 


Starts Insurance Drive ‘affiliates, has formed its own 


Employers Mutuals of Wausau, 
Wis., through Hamilton Advertis- 
ing Agency, Chicago, has launched 
an insurance campaign, with full 
page two-color ads in Business 


|agency to be known as Industrial 
Advertising Service, with offices 
at 2659 Territorial Road, St. Paul 4. 
The agency will specialize in in- 
dustrial accounts. - 


week, Time and U. S. News. | Joyce Kwitchak, Mra:-Peterson’s 
Double-page, two-color spreads | former assistant, has been placed 
featuring the theme “Employers! in charge of production. 
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Lines 
23,293 
37,335 
12,167 
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48,295 


160,420 


1,581 
21,000 
12,610 


35,191 


13,510 
31,320 
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9,374 
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5,774 
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9,057 
2,272 
5,780 
2,749 


40,528 


64,035 
158,315 
9,388 
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109,985 
88,730 


591,363 


, 


25,380- 


25,109 
33,680. 
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Advertising Age, April 15, 1946 


Luis Zalamea, vice-president of 
Ultra Limitada, Colombian adver- 
tising agency, takes credit for add- 
ing a spectacular touch to Latin 
American advertising. You guessed 
it, skywriting. 

* * * 


More than 50,000 retail stores 
have been unable to sell frozen 
foods because of the shortage of 
low-temperature cabinets, accord- 
ing to E. W. Williams, publisher of 
Quick Frozen Foods. Forty thou- 
sand stores are now equipped for 
zero sales, he reports, while 115 
stores now in operation handle 
frozen foods exclusively. 

* * * 

Foster D. Snell, Inc., New York 
consulting chemists and engineers, 
claim that their new Foamboard 
will upset the lightweight insu- 
lating board market. Developed 
for wartime aviation uses and now 
licensed for general manufacture, 
the board weighs 1.3 lbs. per cubic 
foot, compared with 7.3 lbs. for 
balsa wood, while its heat transfer 
value is almost as high. Principal 
ingredient is “a quarter’s worth of 
glue.” So light is the product that 
the Snell organization plans to 


license manufacture by users 
rather than make it and ship it. 
* * * 


The boys in the frozen food 
business are working hard on 
packaging. In particular they have 
research men gunning for a pack- 
age that can stand the frigid tem- 
peratures demanded by the deep- 
freeze process, and can be used to 
cook the product in, and finally 
can be set directly on the table. 

* * * 

Incidentally, engineers in the ice 
and air-conditioning equipment 
industry don’t think that mechan- 
ical refrigeration will be used on 
trucks and railway cars. From a 
cost standpoint, they say, new 
methods of making both natural 
and dry ice are a good deal cheaper 
than the construction of new 
reefer cars or _ installation of 
mechanical refrigeration facilities 
on existing equipment. 

* * * 

The Advertising Council is pro- 
moting a revival of its wartime 
Victory Gardens campaign. Idea is 
that the more fresh vegetables that 
are home-grown, the more canned 
goods can go to meet starvation 
overseas. In mid-May the coun- 
cil will push a drive to collect 
canned goods donations for 
UNRRA distribution. 

* * * 

Undaunted by migration of Chi- 
cago radio talent to the coasts, 
Richard Bradley, president of Na- 
tional Recording and Film Cor- 
poration and Richard Bradley & 
Associates, is investing heavily in 
new recording facilities for his 
Chicago studios. The firms will 
concentrate on low cost package 
shows, live and transcribed. 

* k * 

Farnsworth Television & Radio 

Corporation plans to carve out 


two-way communication between 
moving railroad trains as its par-| 
ticular corner of the postwar radio | 
market. More than 150 railroad 
officials witnessed a recent dem- 
onstration in Detroit. The Fort 
Wayne, Ind., company is adver- 


Photostat divisions 

540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 
111 E. DELAWARE PL. 


Photography 540 N. MICHIGAN AVE. 


ovone WHI. 5355 


tising consumer receivers heavily 
in national magazines. 
4 * * 

Because war interrupted normal 
technical training of foreign stu- 
dents in the states, Westinghouse 
Electric International Company 
has launched an intensive coor- 
dinated educational program for 
trainees from China and Latin 
America. Selected foreign students 
will be brought to East Pittsburgh 
for technical sales indoctrination 
along with the annual crop of 
U. S. university graduates. 

D. Y. Bowman, former head of 
market development for Westing- 
house, will head up the new edu- 


cational liaison division, which 


There shgQuld be plenty of oil); 


will also distribute electronic and | and gas for the cars that are start- 


electrical equipment for science | 


laboratories overseas. Mr. Bow- 
man is experimenting with over- 
seas training courses for sales rep- 
resentatives of foreign distribu- 
tors. Already a 10 week course 
in air conditioning and commercial 
refrigeration 
Havana. 
te * * 

Whether or not—as reported to 
the recent annual meeting of the 
American Chemical Society at At- 
lantic City—science is able to find 
new oil deposits by new ‘atomic 
age techniques,” the drilling of oil 
wells by conventional methods goes 
right along. About 32,000 wells 
will be dug in 1946, equalling the 
record total of 1937, and next year 
the industry expects to dig 40,000. 


is under way at| “ 


ing to roll off production lines to 
meet a present demand for about 
13,000,000, as well as for other 
purposes. 

Both big and little drillers ap- 
parently find the gamble worth 
taking. 

* uk 
There will be little FM, and no 
need for rushing construction of 
FM transmitters outside of a few 
metropolitan areas, unless manu- 
facturers plan to sell more FM 
sets, according to One FCC ob- 
server. The recent FCC poll of 
radio manufacturers revealed that 
only 10% of the sets made during 
1946 would have FM. 

* * BS 

The meeting of the International 
Affiliation of Sales and Advertis- 
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ing Clubs, scheduled for Pitts- 
burgh May 23-25, is probably get- 
ting more promotion than any 
other ad organization meeting ever 
held, as a result of a new twist 
in sponsored advertising. The three 
Pittsburgh papers and _ various 
other Pittsburgh enterprises which 
usually promote themselves in the 
trade press, have each contributed 
at least one ad to promoting the 
convention, with each using his 
own tailor-made approach. 
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MISSOURIS"S MARNET 


ST. JOSEPH NEWS- PRESS, 
St. Soseph Puzette 


Over 70 million sales and service contacts 
with car owners are made each month by our 
readers. The super service station is the out- 


standing automotive market—right now! 


THE 


IRVING-CLOUD 
435 N. Michigan Ave., Chicago 11 * 420 Lexington Ave., New York 17 * Leader Bldg., Cleveland 14 
“Bible” 


PUBLISHING 


Also publishers of JOBBER TOPICS, the automotive jobbers’ 
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Farm Publications 


Hold Substantial 
Gains over 1945 


Chicago, April 9.—Farm pub- 
lications held generally high linage 
levels during April, although fail- 
ing to match the record-breaking 
gains reported during March, an 


The 28,188 permanent farm leaders (demon- 
strators, extension agents, home economics 
teachers, etc.) have actual contact with farm 
consumers and advise them on products 
and equipment that will best help them 
improve their farms and homes. For com- 
plete coverage of Farm Leaders, use the 
publication they read and use constantly — 


AGRICULTURAL 


LEADERS’ DIGEST — 


139 WN. Clark St., Chicago 2 


| ADVERTISING AGE compilation 
vealed this week. 

The farm magazine classifica- 
tion, with 354,321 lines during 
April, was up 19.3% from last 
year. Other April monthlies, carry- 
ing 437,103 lines, gained 15.6% 
over April, 1945. 

Monthlies reporting March vol- 
ume registered 25,807 lines, off 
13% from a year ago. March semi- 
;monthlies had 729,035 lines, a gain 
of 8.5% 
1945. 

April figures for Canadian farm 
publications totaled 471,911 lines, 
up 9.5% from last year. 


re- 


Canadians Elect Ker 
F. I. Ker, Hamilton Spectator, 


over the same month in. 


has been elected president of the) 


Canadian Press, news __ service 
agency, and its radio news sub- 
sidiary, Press News. Others elected 
include Victor Sifton, 
|\Free Press, first 
and Herve Major, 
|Presse, second 
‘Canadian Press; R. H. Thomson, 


Montreal La 


'Timmins Press, vice-president of | 


‘Press News. 


~ Pe ~ ‘ 
> i ‘3 
7. ‘ 
> f \ 
\ \ 
t iia 
=p 
hy 
—t 
\ i 
=> a, - 
\ \G 
\ We 
—, ol 


pitons 


for 


Mt. Everest 


More than pitons (climbing spikes) are needed 


to climb the world’s highest mountain. It calls 


for years of preparation, study, practice climbing. 


There’s no short-cut to superlative achievement. 


We have specialized for years in offset lithography . . . 


trained the best men, installed advanced equipment, 


invented new technique and devices. Give us 


a challenging problem and we'll solve it 


with the finest offset reproduction. 


Call C.M.&H. Offset Printing Co. + WHitehall 5957 
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Winnipeg | 
vice-president, | 


vice-president of | 


Advertising Age, April 15, 1946 


APRIL ADVERTISING LINAGE IN FARM PUBLICATIONS 


—— Total Advertising 


Commercial Commercial 


Display Display 
Excluding Excluding 
Poultry, Poultry, 


Livestock 


Lives 
and Classified estock 


and Classified 


-— Total Advertising — 


1946——,. -——1945 1946 1945 -—1946——,  -—1945—_ 1946 1945 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
FARM MAGAZINES California Grange 
OS a eee 15.4 17,192 15.0 16,772 17,192 16,772 
*Capper’s Farmer... 47.5 32,290 43.3 29,477 30,500 28,135 Dakota Farmer 43.0 33,230 36.1 27,905 30,529 24,954 
Country Gentleman, 80.7 54,886 61.2 41,590 51,854 39.646 | The Farmer ....... 65.1 51,072 59.6 46,712 41,527 39,272 
Farm Journal ..... 82.8 35,528 68.8 29,496 32,631 28,386 | Hoard’s Dairyman.. 48.2 35,056 41.1 29,902 29,662 26,773 
Progressive Farmer: Idaho Farmer ..... 43.7 33,173 45.6 34,474 29,093 31,201 
Carolina-Va,. | Indiana Farmer's : 
ear 4.5 39,682 47.4 34,570 35,946 32,710 | EE a6 Cates baer 36.9 28,895 36.6 28,703 21,323 21,851 
Ga.-Ala.-Fla. Kansas Farmer - 22.2 16,840 18.1 12,742 16,840 13,742 
a ae »o.8 39,195 47.7 34,761 34,982 33,041 Michigan Farmer... 52.3 40,198 41.1 31,573 35,217 27,687 
Ky.-Tenn.-W. Va bMissouri Farmer... 6.2 4,891 5.9 4,635 4,499 4,159 
oe 94.6 39,806 47.1 34.310 36,233 32,724 Montana Farmer 45.2 34,172 48.2 36,466 22,905 23,518 
Miss.-La.-Ark Nebraska Farmer... 66.5 50,256 57.4 43,385 41,785 37,143 
| CS eee 52.9 38,532 46.3 33,716 34,488 31,961 | New England 
Texas Edition ... 59.0 42,996 47.3 34,503 38,321 32,425 | Homestead ...... 50.4 35,278 47.0 32,869 25,529 25,595 
*In all 5 Editions... 46.4 33,810 40.8 29,752 31,612 28,708 | Ohio Farmer -.+. O84 44,874 47.3 36,311 40,403 32,955 
*Aver. 5 Editions... 55.0 40,042 47.2 34,371 85,994 32,572 | Oregon Farmer 41.8 31,645 44.8 33,889 27,719 30,853 
Southern Agricultur- | Oregon Grange ; 
i eee ves 86.5 25,570 25.0 17,507 23,733 16,542 | Rulletin ......... 18.0 19,572 16.7 18,172 19,572 18,172 
Successful Farming. ‘7 38,128 81.4 36,621 36,127 34,71 | a Nae Farmer 51.0 39,184 48.0 36,875 35,700 33,767 
as Jtah Farmer ...... 26.0 19,6 23.5 17,77 7,546 7 
| Total Group .....558.5 354,321 472.2 297,064 324,315 282,154 a ta ae See Nee RON Sore 
Iowa Homestead.. 66.0 51,824 62.3 48,879 45,698 43,440 
FARM PAPERS Washington Farmer 45.2 34,193 45.5 34,437 30/281 31/401 
Wonthites: wake ae” 49.0 38,411 44.7 35,022 24,093 25,684 
Agricultural Leaders’ Ae Nery : Pe ee 
eiecn “5 = - 32.4 6,349 32.1 6,286 6,349 6.286 SEND 5.4.65:044 80.406 55.3 438,364 47.6 37,3829 38,604 32,673 
American Fruit 
Grower <<. .ecsn. 24, 19,416 20.2 8,658 10,051 8,395 Total Group ....941.6 729,035 867.7 671,777 617,518 579,956 
| American Poultry Bi-Weeklies—March 
| Journal: | California Cultivator 61.1 46,200 51.8 389,157 39,684 37,551 
Eastern Edition... 59.9 25,686 51.8 22,018 14,168 12,529 | Dairyman’s League 
, Central Edition... 47.5 20,389 42.2 18,111 11,978 11,588 | OWE eicacceraces 12.6 9,154 8.9 6,520 7,698 5,064 
Western Edition.. 36.9 15,859 32.9 14,126 10,378 9,893 | Prairie Farmer 88.0 64,034 66.9 48,718 50,109 37,3388 
| *In all 3 Editions... 34.7 14,870 30.9 13,265 9,949 9,517 se 
fae Farming ‘ , , ‘ Total Gropp ..... 161.7 119.388 127.6 94,395 97,441 79,953 
er 28.5 2,237 28.7 6,037 2,237 6,037 | , . 
| Better Fruit ...... ic; Set Set 460s GO EME | pee” sca aekee ane sues eo 12.78 
Breeder's Gazette... 23.7 10,666 23.4 10,649 8,775 8,689 | Worhers®. Weekly... 11.8 26.618 11.0 24,621 11,460 12,750 
ays i . bd ’ ote ’ Weekly Kansas City 
California Citrograph 26.1 17,556 20.9 14,056 17,556 14,056 Star "94.6 60.714 20.0 49,23 47,004 38,457 
Carolina Co-operator 11.4 4,820 9.1 3,840 = 4,600 = 3,783 ee ee es ae si eee tetera: oe waar 
| Cattleman, The 62.0 26,044 56.1 23,583 14,655 15,432 ¢ : Eka SEkRGC RTL Sake ee 
| Cooperative Digest.. 20.6 305 7 5,645 were eee Total Group ..... $6.4 87,232 31.0 73,858 58,484 51,207 
| Electricity on the | __ Dailies—March 
sae ee ne 19.6 7,211 6,986 7,211 | Chicago Daily 
| Farm and Ranch.. 40,0 25,213 26,005 22,049 | Drovers Journal.. 24.3 51,748 25.5 54,274 28,648 35,1380 
| Farmer-Stockman... 28,1 18,802 19,361 17,617 Kansas City Daily 
| Florida Grower .... 18.3 10,479 11,987 10,053 Drovers Telegram 382.5 69,178 32.8 69,965 41,319 44,614 
Kentucky Farmers’ | Omaha Daily Jour- 
| Home Journal ... 19.0 13,063 12,527 11,162 nal-Stockman.... 30.2. 64,305 25.9 55,218 46,437 42,116 
Michigan Farm St. Louis Daily Live 
| | ere 2S 5,741 1.7 3,440 5,656 3,440 Stock Reporter... 20.6 43,972 19.9 42,387 25,131 27,291 
National Live Stock : Sa, igen: baelittal 
| Producer ......; 9.7 7,061 10,3 7,508 6,437 6,970 Total Group ..... 107.6 229,193 104.1 221,844 141,535 149,151 
New Jersey Farm hanminiiiabanit 
and Garden ..... fl. 18,452 37.0 16,806 15,388 13,958 *Not included in totals, 
aOhio Farm Bureau | aPage size changed since last year. 
2, ere ara 1.0 5,938 42.0 7,286 », 603 6,979 | bOne issue 1946; two issues 1945, 
| Poultry Tribune: | 
Eastern Edition... 71.6 30,722 62.0 26,605 19,252 16,641 
Central Edition... 8.8 25,239 50.5 21,666 17,198 15,395 
Western Edition... 49.8 21,360 40.9 17,550 15,807 18,645 CANADIAN 
Pacific Edition... 50.4 21,645 42,2 18,104 15,711 13,548 *Canadian Coun- 
| *In all 4 Editions.. 46.0 19,762 38.4 16,478 15,333 13,147 tryman_......... 55.8 38,758 53.0 387,182 29,059 28,376 
| Southern Farmer 1.5 3,841 3.9 3,099 3,841 3,099 | *Family Herald & 
|; Southern Planter... 33.0 23,110 29.8 20,853 20,949 19,011 | Weekly Star: 
Western Dairy | Eastern Edition... 88.8 88,790 75.6 75,593 60,364 52,790 
JoOrhal oso isis. 63.0 26,446 48.7 20,860 10,080 6,986 Western Edition.. 78.0 78,040 64.7 64,660 58,030 48,842 
*Western Livestock Farm & Ranch 
Journal ......... 82.2 34,524 78.4 32,956 14,224 12,838 Review err 24.9 17,924 24.2 17,3897 16,817 16,389 
iiteiin. <ctnicsamdadls. sithiipind *Farmer’s Advocate 
Total Group ..... 936.2 437,103 8384.8 377,961 335,892 296,669 & Home Magazine 47.9 33,514 44.5 31,176 27,853 25,084 
Monthlies—March Farmer's Magazine. 42.4 29,696 43.7 30,597 27,197 28,021 
| Arkansas Farmer... 13.1 9,913 15.1 11,429 9,913 11,429 *Free Press Prairie 
|Idaho Granger 9.0 10,806 11.6 12,544 10,806 12,544 PORE ss kw ta < 107.8 120,469 91.3 102,748 638,922 57,682 
Nation's Agriculture 11.3 5,088 12.6 5,694 5,088 5,694 *Western Producer. 60.5 64,725 67.0 71,737 81,284 87,898 
Téetal Grows 13... 33.4 25,807 39.3 29,667 25,807 29,667 Total Group .505.6 471,911 464.0 431,090 $14,526 295,082 
Semi-Monthly—March ‘aaa 
American Agricul- *March linage. 
WEIOE gb. e area t ee 35.8 26,026 .35.6 25,951 21,801 22,380 aFour issues 1946; five issues 1945. 


22-Month ANPA 
Paper Drive Nets 
12,000,000 Tons 


New York, April 10.—During the 
22 months’ operation of the U. S. 
Victory Waste Paper Campaign, 
'more than 12,000,000 tons of waste 
/paper was salvaged, according to 
| the organization’s final report. 

The campaign was inaugurated 
in November, 1943, when WPB 
Chairman Donald M. Nelson chal- 
lenged the ANPA to help salvage 
' 8,000,000 tons of waste paper an- 
| nually, 2,000,000 tons more than 
‘had ever been collected in any 
| previous year. 

Collections, through the ANPA 
'Victory campaign, were raised 
from a normal average of 500,000 
tons a month under favorable cir- 
‘cumstances to 580,000 tons monthly 
‘despite all handicaps. Collections 
‘for March, April and May, 1945, 
averaged more than 630,000 tons 
—the first time in the history of 
the waste paper industry that more 
than 600,000 tons were collected 
|in three consecutive months. Dur- 
‘ing these three months, the com- 
'mittee estimates, almost 94% of 
‘the goal was reached, and in the 
| first six months of 1945 more than 
161% 
supply 
| lected. 


of waste paper was col- 


The campaign, which wound up| 
| officially in September, 1945, was 
|directed by a four-man executive 
committee, including Chairman Ed- Bothwell, Pittsburgh agency. 


of the estimated available| division of American Home Foods, 


|win S. Friendly, New York Sun, Teentimers Sponsors 


Tom Cathcart, This Week, H. B.| . 
Fairchild, New York Sun, and Design Contest 
Teentimers, Inc., 


Cranston Williams, general man-_ L New _ York, 
ager of ANPA. Close cooperation maker of Teentimer OHriginals 
was maintained with various gov- | “esses, will sponsor its second 


; : : jannual “Design and Name It” 
ernment agencies, and with waste | contest for teen-agers between 11 


paper consuming mills through’ anq 17, beginning April 15 and 
their Conservation Committee of continuing through June 15. Con- 
he Waste Paper Consuming In- testants are asked to create an 


dustries. Frank Block, as director |original fashion idea for a back- 

of the campaign, conducted all|to-school dress or fall sports wear 

activities, which were based on | and to name their entry, and 30 

the slogan, “Save a Bundle aj|‘0P Winners will share in 000. 

| Week —Save Some Boy’s Life.” worth of U. S. Savings bonds and 
The Bureau of Advertising, | S*@™Ps- 


: > Approximately 600 stores 
ANPA, has released a summary throughout the country will par- 
‘showing that from August, 1943, | ticipate as official headquarters for 


through July, 1945, daily and Sun-| their communities. Last year’s 
day newspapers in the United|award went to a design for a date 
‘States averaged over $4,000,000 dress entitled ‘Coke-ette.” Bu- 


chanan & Co., New York, is the 
agency. 


a month of advertising in support 
of the war effort. Total advertis- 
‘ing on waste paper salvage) R 
amounted to $4,453,725, the bu- Plans Musette Campaign 
reau revealed. Editorial and news Winter & Co., New York, manu- 
support was estimated to have facturer of pianos, will begin an 
‘been about 12 times as great as |@4vertising campaign for its 
sietatiel “ah b b _Musette in May, using national 
|aaverusing space given Dy PUD-| magazines. Al Paul Lefton is the 
‘lishers. In addition, advertising | agency. 
/and editorial aid was contributed | —_——_—. 
‘by the more than 10,000 weekly |Names Planta 


newspapers. Edward S. Planta, formerly gen- 
;eral manager of the News-Herald, 
, Vancouver, has been named busi- 
jness manager of the Journal 
|Dailies, Ottawa, effective May 1. 
He succeeds the late Lt. Col. R. F. 
| Parkinson. 


| Duff's Baking Mixes 
Plans Largest Drive 


| Advertising for the second quar- 
ed = Duff’s "4g Par made ‘ 

. Duff & Son, Pittsburgh, a ey ge; 

+ ‘oods,| Spadea Buys Building 
Spadea, Inc., New York, pur- 
chased recently a_ three-story 
building at 253 East 50th St. and 
wjll occupy the building when 
alterations can be completed. 
Spadea’s present quarters are. at 
270 Park Ave. ps = ? 
de aR, = 


| Calls for 50-line copy in 358 news- 
|papers and -200-line copy in 58 
|newspapers; ‘insertions to run 
|every week. The present schedule, 
| being the largest in the company’s 
history, is handled by W. Earl 
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Federal Workers Seek 
Pay Check Additions 

Washington, April 11.—Although 
the 1,200,000 “classified” federal 
workers are taking home within 1 
to 6% as much money as they did 
on their longer wartime work 
week, they are effectively argu- 
ing, in asking for another raise, 
that these wartime gains were far 
less than those won and retained 
by similar workers in manufactur- 
ing industries. 

During the war the basic federal 
wage scale remained fixed, but by 
working on Saturday the federal 
worker increased his take home 
pay (total income less retirement 
and taxes) by 19.1%, even if he 
were not upgraded. 

When the opportunity for this 
extra work was removed last July, 
Congress alleviated the shock with 
a 17% basic wage increase so that 
workers in the $1,440 to $2,100 
bracket, for example, suffered a 
loss of only 4% below the wartime 
figure, and those in the $2,980 to 
$3,310 bracket only 6%. 

Even with 19.1% more money 
than he had im January i941, the 
federal worker suffered a 5.5% loss 
in buying power, the Bureau of 
Labor Statistics says. Meanwhile 
industrial workers had a 71.2% 
increase in money income and a 
35.8% gain in buying power. 

¥ * * 


Fearful lest FCC hand out all 
the FM channels in thickly popu- 
lated areas, particularly New Eng- 
land, the Senate small business 
committee is asking the commis- 
sion to “freeze” a definite number 
of channels in each community 
until veterans can come in. FCC 
resists such preplanned patterns, 
preferring less rigid policies, typi- 
fied in its Washington grants, 
where three channels have been 
withheld, although there are al- 
ready sufficient applicants to claim 
them. 

* * a 

Commerce Department, particu- 
larly the Census Bureau, was ac- 
cused by the House appropriations 
committee of soliciting endorse- 
ments from business men. Al- 
though approving most of the cen- 
sus budget, the committee said it 
was not satisfied that the bureau 
was well operated or administered. 
A $13,000,000 item for “compiling 
census reports, etc.” was said to 
submerge “too much ‘and _ so 
forth.’ ” 

* af * 

The veterans’ on-the-job train- 
ing program is gaining popularity. 
Though some trade association 
people here fear it is being mis- 
used, many businesses, including 
newspapers, are discovering that 
they can arrange for veterans join- 
ing them to supplement their pay 
by claiming $65 to $90 a month 
from the government for “on-the- 
job” training. 

* * *¥ 

While most industries chafe at 
government regulatory agencies, 
there still is something familiar 


about the response of the Air) 


Transport Association, which 


NAILS OLDS LEELA ALOIS OIA, 
“our ER THERE, & 
PaRD/” 


Put your advertising 
in WESTWAYS, 
the only All-South- 
western travel mag- 
azine. Write fora 
copy. Circulation, 
100,000 
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By STANLEY E. COHEN, Washington Edit 


rushes to defend the Civil Aero- 
nautics Board and Civil Aeronau- 
tics Administration. Commenting 
on a House interstate commerce 
committee proposal for a “super 
agency” to run all transportation 
regulations, ATA fears airlines 
would be smothered in an omni- 
bus set-up. 
ca * + 


Stew over the fact that Gimbel’s 


had 600 surplus 2%-ton Army 
trucks, and veterans can’t find any, 


brings out the rather logical fact 
that Gimbel’s got their trucks from 
8 Cleveland dealers via an agent. 
After 728 Studebakers minus 
bodies were offered to veterans 
and other priority buyers, the deal- 
ers bought the remaining 600 from 
the Wac regional office for $1,172,- 
400. With Gimbel standing to take 
in $1,740,000, there is plenty left to 
cover shipping, reassembling, 
agents’ fee and profit. 

* * * 

Soon we will be hearing again 
about a gasoline shortage, particu- 
larly premium brand _gasolines. 
With the lead allocation for fuel 
cut severely for the next quarter, 
most refiners will have to conserve 
their supply to bolster octane rat- 
ings of “house” brands. Like most 
shortages, the lead shortage has a 


price aspect, and a strike aspect, 
although the strike is in Mexico. 


* * * 


FTC’s surrender in the case 
against Ballantine brewing com- 
pany for buying up the common 
stock Of a competitor intensifies 
the drive for the Kefauver Bill, 
plugging anti-merger gaps in the 
Robinson-Patman Act. Originally 
Ballantine conceded that it bought 
the stock, then after 15 months of 
negotiation and trial out-maneu- 
vered the commission by merging 
the physical assets of the two 
breweries. 


Britannica Awards 


First prizes awarded in Encyclo- 
paedia Britannica’s third “Book of 
the Year” news photography com- 
petition will go to Joe Rosenthal, 


65 


AP photographer, for his picture 
of the flag-raising on Iwo Jima, 
judged best among war pictures; 
to Gib Brush, Los Angeles Daily 
News, for a picket line action pic- 
ture, best non-war spot news pic- 
ture; to Matthew Zimmerman, New 
York AP staff man, for a boxing 
picture, top in the sports class, and 
to Caroline Valenta, Houston Post, 
for a picture of a veteran’s reunion 
with his family, best non-war fea- 
ture picture. Prizes include $100 
in cash and a set of the encyclo- 
paedia to each of the four. 


When You Release a News Release 
Think of 


Sor Release 


(Covering Over 10,000 Newspapers Weekly)’ 
480 Lexington Ave., N, Y. City, 17 
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“If your seedsman does not have this seed, write The 
Progressive Farmer and we will tell you where they 
may be had.”—This sentence ended a short article 
describing a new variety of cantaloupe seed devel- 
oped by the Texas Experiment Station. 

This article appeared in the February, 1946, issue 
of only one edition of The Progressive Farmer—the 
Texas Edition, which represents only about one- 
fifth of The Progressive Farmer’s total South-wide 


circulation. 


By February 10th, more than $40,000 worth of 
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cantaloupe seed had been sold to subscribers to the 
Texas Edition of The Progressive Farmer, as a result 
of queries received in response to this one short article. 

The prosperous farm families of the South will 
respond to your advertising in The Progressive 
Farmer, just as they respond to the many editorial 
features and services offered on the pages of their 


favorite magazine each month. 


More Southerners subscribe to The Progressive 
Farmer than to any other publication which carries 


your advertising. 
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Pitaiiien G. |. Proves 
Idea Can Win Fortune 


Mail Drive Brings 
$150,000 in Cash 
with First Order 


Phoenix, Ariz., April 10.—Less 
than eight months ago one of the 
important new mail-order adver- 
tisers of 1946 was manager of the 
Greyhound Bus depot at Bisbee, 
Ariz., wondering what had hap- 
pened to a bright idea which he 
had submitted to the commanding 
generals of the 105 divisions of 
the U. S. Army. 

Max Twentier, 26, who was a 
first lieutenant in the First Ar- 
mored Division, was wounded in 
action in Italy, and while in the 
hospital he thought what a fine 
thing it would be if all of the 
members of his outfit and other 


units fighting World War II for 
Uncle Sam could have signet rings 
bearing the insignia of their di- 
visions. When he got out of the 
hospital he invested all of his 
available funds in sample rings, 
made for him by a manufacturing 
jeweler in Indianapolis, and for- 
warded them with a brief letter 
describing the idea, and mimeo- 
graphed order forms, to the heads 
of all divisions. 


Wins $150,000 Order 


Months passed and nothing hap- 
pened. Lieut. Twentier took his 
old job with Greyhound at Bisbee 
and offered a friend a half interest 
in his non-existent business for 
$2,500. Naturally enough the friend 
turned the proposal down. A few 
days later Max received a letter 
from New York, containing a 


Success Story 

The accompanying story of 
a G.I. with an idea that has 
developed into a remarkably 
successful business is one of 
the most inspiring to come 
to our attention in a long 
time. It proves again that 
the business horizon is un- 
limited, and that opportunity 
is constantly. knocking for 
those who have the will to 
hear. ADVERTISING AGE will 
welcome other “G.I. success 
stories” with which readers 
may be familiar. 


check, made to his order, for $150,- 
000, drawn on the Treasurer of 
the United States, and signed by 
the finance officer of the U. S. 
Army. 

This represented an order from 
the Third Armored Division, and 
was forwarded at the instance of 
Capt. R. E. Miller, custodian of 
the headquarters fund for that di- 
vision. It represented an order for 


approximately 6,600 rings, at 
$22.75 each. Other similar orders, 
with amounts ranging from $7,000 
to $15,000, followed in rapid suc- 
cession, and Lieut. Twentier was 
promptly in business in a big way. 

His Indianapolis source of sup- 
ply started producing rings in 
quantity, and soon orders were 
being filled within a few days after 
receipt of lists from Army chan- 
nels. Now rings are being sup- 
plied for all divisions of the 
Marines and Army Air Corps, as 
well as the Army divisions. 


Picks Agency from Ad 
After the business got its run- 
ning start through the initial order 
from the Army, Twentier decided 
that the millions of servicemen al- 
ready discharged to civilian life 


those still in the service. He wrote 
to the Morgan Advertising Agency, 
of Phoenix, whose two-inch card 
he had seen in the Phoenix Re- 
public, telling of his plans to use 
the national magazines. Since he 
was not generally known at that 
time, the agency delayed contact- 
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Were Raising An Eyebrow! 


3 started out as just a timid, hesitant lift. . . 
but then it grew. and mushroomed, and 


snowballed, until now we're wondering how 
H-I-G-H it will go! 


Reason for all this eyebrow hiking is re- 


have known that Hunting 
pulling power would click, 
ers received nothing but a 
efforts. 


& Fishing’s great 
even though read- 
headache for their 


should be contacted, as well as} } 


turns to the questionnaire, inelegantly entitled 
“Pardon Our Long Neck”, which ran in Hunt- 
ing & Fishing two months ago. We hoped that 
Hunting & Fishing’s 374,000-+- readers would 
stop to read its 34 more-or-less complicated 
questions. We knew that some hardy souls 
would answer the impudent, prying queries. 
But we didn’t expect so many thousands to 
come pouring in and bury us under a huge 
flood of mail! 


Of course, returns to advertisements in 
Hunting & Fishing have always been remark- 
able (why not make us prove it?) so we should 


When the survey is completed, you'll have 
invaluable facts about the best selling medium 
in the outdoor field. A copy will be on your 
desk in a month or two. 


“The Vox Pop of the Sporting Field" 
275 NEWBURY ST., BOSTON 16, MASS. 
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ing him, but on the first call re- 
ceived a check for $6,000, enough 
to cover initial insertions of half- 
column copy in The Saturday Eve- 
ning Post, Collier’s and Liberty. 
Mail-order copy running in 
these magazines twice a month, 
and monthly in Esquire, Redbook, 
American and Cosmopolitan, and 
in the Fawcett and Modern wom- 
en’s groups, has paid out heavily, 
although the rapid growth of the 
business has prevented any detailed 
records of returns from being kept 
in the most approved style. But 


"'” WITH HIS DIVISION INSIGNIA 
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the business is said to be running 
now at the rate of over $1,000,000 
a year, and advertising expendi- 
tures have been maintained since 
last December at the rate of $10,- 
000 to $12,000 a month. 


Tests Women’s Market 


The women’s groups have been 
jused to test the idea of having 
; wives and sweethearts of service- 
|/men order signet rings for them, 
|plus sweetheart pins for them- 
selves, with similar designs. Ex- 
| pansion of the list to other fields 
‘in the fall, when the big selling 
| seaenn will be on, is planned. 

Max Twentier has formed a 
|company, Twentier Costume Jew- 
elry, Inc., and is establishing his 
| general offices and a factory in 
—— to manufacture costume 
jewelry. The established connec- 
tion for the production of signet 
rings will not be disturbed, as the 
|task of making a maximum of 
| 20,000 rings a week, which has 
|been the peak production de- 
|manded by orders so far, is too 
|important to be disturbed. 

The Twentier story is as spec- 
tacular as any which could be told 
about servicemen finding new 
ideas on which to base successful 
business operations, but it prob- 
ably will be duplicated by other 
bright and ambitious lads return- 
ing from military to civilian life. 
It proves once more that in Amer- 
ica there are always opportunities. 


Six Join AFA 

The following have joined the 
Advertising Federation of Amer- 
ica: Fadell Company, Minneapo- 
lis; Arthur W. Sampson Company, 


Boston; Bonsib Advertising 
Agency, Fort Wayne, Ind.; Ross 
Advertising Agency, St. Louis; 


| Daily Tribune, Columbia, Mo.; and 
News, Port Arthur, Tex. 


To K. C. Mart Building 


Robert P. Ingram & Co., manu- 
facturers’ representative, has 
moved its offices to the six-story 
| Kansas City Merchandise Mart, at 
(22nd and Grand Ave., Kansas 
| City, Mo. Other makers and dis- 
| tributors of toys, housewares, gift- 
| ware, apparel and other goods will 
| move to the new mart this month. 
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30 ° Od! paid today and still growing. 
90.000 total coverage. 


Large page size—7’x 10” page size. 
Lowest rate per thousand of any paid circulation publication. 


Editorial leadership. 
Departmentalized editorial format—something for every 
reader every month. 


An unbeatable combination to reach the fertile indepen- 
dent market. 


new FREE booklet 
describing the fertile 
$3,000,000,000 
independent service 
_market today! 
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FIC Modifies Its 
‘Death Sentence’ 
in Brewing Case 


Newest Commissioner, 
Lowell Mason, Upholds 
‘Canadian Ace’ Brand 


Washington, April 10.—The de- 
veloping FTC drive against words 
“with a tendency to deceive” came 
to a jagged halt today, as a 3-2 
majority modified an_ earlier 
“death sentence” against the 
“Canadian Ace” brand name of 


the Manhattan Brewing Company, 
Chicago. 

Chided by the caustic arguments 
of neophite Commissioner Lowell 
Mason, the new Republican mem- 
ber from Illinois, the majority 
voted to permit the use of the 
word “Canadian” if “it is so quali- 
fied as to protect the buying pub- 
lic.” 

The change in policy drew a 
bitter rebuke from Commissioner 
Edwin Davis, and Chairman Wil- 
liam Ayres, who considered it in- 
consistent with “the proper line 
of demarcation on use of false 
geographic terms clearly estab- 
lished in 11 orders and 19 stipu- 
lations since Jan. 1, 1943.” 


Ayres Writes Protest 


“The inconsistency of the ma- 
jority action becomes even more 


apparent,” Chairman Ayres wrote, 
“when it is considered that the 
modified order still contains a flat 
prohibition against use of the 
word ‘Wisconsin’ for beer or ale 
not brewed in that state, while 
permitting qualification of ‘Cana- 
dian.’ ” 

As a result of the vote, FTC 
sets aside an order issued in Sep- 
tember, 1943, for another permit- 
ting use of the “Canadian Ace” 
brand name, provided the label 
and advertising “contain suitable 
statements clearly, conspicuously 
and adequately informing prospec- 
tive customers that such beer or 


ale is brewed in the United 
States.” 
Manhattan is thus saved the 


goodwill accumulated from $750,- 
000 worth of advertising since 
1939, but the Commission warned 


that “An American beer in the 
best Canadian tradition,’ “Made 
in the USA,” and other slogans 
adopted since 1940 must be used 
more prominently, as they “are too 
inconspicuous and inadequate to 
adequately explain or qualify the 
word Canadian so as to prevent 
deception or confusion in the mind 
of a substantial portion of the pub- 
lic.” 

While the reversal, and the pub- 
licized split in the commission, 
were in themselves unusual, Com- 
missioner Mason’s accompanying 
explanation, blasting efforts to 
regulate “tendency words,” was 
possibly even more significant. 

Coming as it does just a few 
days after the Supreme Court re- 
buffed FTC for over-doing itself 
in wiping out the brand name 
“Alpacuna,” reversal in the Man- 


WHEN IT'S ADVERTISED 
IN THE STAR 


* The certainty that “they buy it when it’s adver- 
tised in THE STAR?” can greatly simplify your 


advertising and selling plans for Washington. 


It is a fact that has been used profitably by astute 
advertisers—both local and national—since well 
before the turn of the century. And it stems 
from two prime elements of resultful advertising; 
superior coverage of the market, and sustained 


reader-confidence. 


THE STAR'S superior coverage of the market 
is easily apparent, because THE STAR is delivered 
to more homes in Washington and the trading area 
than any other newspaper—morning, evening, all 


day, or Sunday. 


And nearly a hundred years of forthright pub- 


lishing has won an abiding confidence of 
readers that extends to all columns of 


THE STAR and, 


thus, gives a 


tremendous sales-stimulus to all 


in THE STAR. 


CHICAGO ® J. E. LUTZ 


NEW YORK ® DAN A. CARROLL 


kinds of advertising 


Plans to buy over half a billion dollars worth of 
durable goods have already been made by families 
of the Washington (D. C.). Market. On the list are: 
120,000 new cars, 53,000 washing machines, 41,000 
And more than double enough 
money is in the bank to pay for them! On deposit, 
Dec. 31, 1945, a billion and sixty million dollars in 


refrigerators. 


D. C. alone. 
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hattan Brewing case could easily 
represent a slowing down of the 
drives against other “tendency to 
deceive” expressions such as 
“free.” 


Hits Lower Court Rule 


In its “Alpacuna” decision, the 
Supreme Court scolded a circuit 
court for deciding that it was 
powerless to modify an FTC death 
sentence on ‘“Alpacuna,” trade 
name for a fabric, which, accord- 
ing to the commission has the 
tendency to mislead a substantial 
portion of the public into expect- 
ing the fine, and extremely rare 
vicuna fleece. 

While the Supreme Court agreed 
that it could only determine 
whether FTC had made “allowable 
judgment in its choice of the 
remedy,” the Supreme Court said 
that in outlawing “Alpacuna,” 
FTC failed to decide whether 
“qualifying language would elimi- 
nate the deception.” 

“The commission seems not to 
have considered whether in that 
way the ends of the Act could be 
satisfied and the trade name at the 
same time saved. We are left in 
the dark whether some change of 
name short of excision would in 
the judgment of the commission 
be adequate,” it continued. 


Mentions Hirohito’s Edicts 


Making his debut as an opinion- 
writer at FTC, Commissioner 
Mason quickly broadened the 
Manhattan case to typify the en- 
tire field of “tendency” decisions. 
A breezy, folksy, five-page ex- 
planation full of vernacular, yet re- 
plete with literary and historical 
references, the opinion compares 
“tendency” cases with Hirohito’s 
prewar “thought control” edicts. 

Just as police must restrain 
themselves in exercising their 
right of search, so the commission 
must go only so far in dealing 
with intangibles like “goodwill,” 
and “name acceptance” as to pre- 
vent or remedy a wrong, Com- 
missioner Mason says. 

“We are no Gargantuas,” he tells 
his colleagues, “and consequently 
this feast of authority has at times 
been bad for the commission’s 
digestion. 

“With the leavening of modera- 
tion lacking, we might stuff our- 
selves on the indigestible parsing, 
phrasing and syntax of too much 
advertising language while many 
vital questions of fair dealing in 
business remain untasted on the 
table. 

“It is obvious this case is im- 
portant to all business men, not 
just the beer labelers,’”’ he warns. 
“While you are not concerned 
with the personal welfare of a 
brewer who ran afoul the FTC, 
you are concerned with a quasi- 
judicial body whose decisions, pro- 
claimed to be in the public inter- 
est, may next fall on your head.” 

In protecting the public from 
things that have the “capacity” 
and “tendency” to injure, Com- 
missioner Mason said, “the line 
between beneficial restraints and 
puritanical meddling has become 
hazy.” 

“No one can complain if we get 
in the first punch ahead of sin, 
provided, of course, we punch sin 
and not something else.” 


Asks ‘Reasoned Decisions’ 


Being his debut opinion, the 
essay began with the observation 
that “business men are entitled to 
know why commissioners decide 
cases as they do.” Within a few 
lines it unleashed a scorching de- 
nunciation at the commission for 
“breaking the precedents estab- 
lished by the courts of the land for 
many generations,” by failing to 
accompany its judgments “with 
reasoned decisions.” 

Commissioner Mason promised 
more opinions, “particularly when 
judgments involve new or changed 
views.” These opinions “would be 
devoid of legal jargon.” 


“Citations are cryptic,” he de- 
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clared. “They give a learned ap- 
pearance but lawyers seldom look 
them up and business men don’t 
know how.” 


Hits Public Witness 


Having challenged the wisdom 
of drives against “tendency” 
words, Commissioner Mason in the 
same opinion ripped into another 
FTC institution—the public wit- 
ness pulled off the street or taken 
from the telephone book to tell 
what impression he gets from a 
label. 

“Through the years, I have be- 
come convinced that public wit- 
ness testimony is not worth a con- 
tinental,” he declared. “They be- 
come parties to a game and they 
are out to have their side win, 
especially if their side is the all- 
powerful Uncle Sam. 

“Why all the fuss about public 
witnesses anyway? It were as 
though neither side could trust 
the Federal Trade Commissioners 
to look at the label in question 
with their own eyes. 

“T don’t need insurance agents, 


housewives, or even brewmasters 
to tell whether a beer label has a 
tendency to deceive. There is noth- 
ing esoteric or secret about a beer 
label. . .” 


‘Too Subtle’ to Report 


“It is hard to tell exactly what 
this label does to me. The in- 
finity of different impressions I 
receive when reading this beer 
label are too subtle to be reported. 


“It depends upon what o’clock 
it is when I look at it; it depends 
on whether I am hungry, thirsty, 
sleepy or cross. Every time I stare 
at it I get a different emotion but 
so far I have not had the feeling 
I was being put upon. 

“This might be because I have 
seen the word Canada applied so 
often to soft drinks and bacon 
made in this country that I never 
think of it as designating a place 
of manufacture.” 

Joining with Commissioner 
Mason in voting modification were 
Commissioners Robert Freer and 
Abner Ferguson. 


Again . 


HOUSTON POST 


LEADS WHOLE NATION 
IN RETAIL FOOD LINEAGE 


Ahead in 1945 in South’s 
RICHEST Market 


v¥ Check the five 


It’s important to ad- 
vertisers going into 
Houston that the Hous- 
ton Post led the whole 
nation in retail grocery 
lineage during 1945... 


V1. Because this is 
proof that Houston mer- 
chants (who know the 
market best!) bulk 
their advertising in the 
Post. They have discov- 
ered Post advertising 
gets a far greater return 
for every dollar spent! 


v 2. The Houston Post is 


a family-read news- 


paper. 


V 3. The Post carries 25 
of the most popular 


comic strips in America. 


Represented by 
BURKE, KUIPERS & MAHONEY, INC. 


THE HOUSTON POST 


First in the Texas Morning Field in City and Suburban Circulation 


v5. The Post is the 


reasons why... 


Vv 4. It’s the only Hous- 
ton paper carrying a 
complete market page 
and offering both Asso- 
ciated Press and United 


Press news dispatches. 


paper that is “on the 
move” in Houston — in 
circulation, in advertis- 


ing lineage. 


The Post has proved 
itself as the best me- 
dium for reaching this 
rich market. Try the 
Post .. 


will find that you get 


. and you, too, 


the most from the 


Houston Post. 


aS eae | 


Sponsor Local Program 


A group of merchants of North 
Sacramento, Cal., has begun spon- 
sorship of a six-day-a-week half- 
hour variety program over Station 
KXOA, Sacramento affiliate of 
MBS, to promote sales in their 
area adjacent to municipal Sacra- 
mento. 


To Hold Texas Show 


Texas Electric Service Company, 
Fort Worth, will sponsor the Texas 
Electric Show of ’46 in the Will 
Rogers Memorial Coliseum and 


Auditorium in Fort Worth, April 
26 to May 2. The show, to be pro- 
moted by newspaper advertise- 
ments, radio programs, outdoor 
posters, window cards, handbills 
and novelties, will feature new 
products by electrical appliance 
manufacturers. 


Plans Chen Yu Contest 


Associated Products, Inc., Chi- 
cago, has announced it will hold 
the first annual Chen Yu advertis- 
ing competition this May with a 
$3,500 contest for outstanding 
newspaper advertisements featur- 


ing Firefly, new Chen Yu “spring 
scarlet” for lipstick and nail pol- 
ish. Entries must be submitted 
by retail advertisers by June 15. 
The company last winter held a 
$5,000 window display contest for 
Chen Yu. 


Two Added by KXOA 


Mrs. Cindicy Ewart, formerly in 
public relations work for the OPA 
in San Francisco, and Roger Will- 
son, previously with the Stanford 
Radio School, have joined the sales 
staff of Station KXOA, Sacra- 
mento, Cal. 
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Wien Rapid asked mechanical 


superintendents of national newspapers what kind of mate- 
rial they preferred to receive for reproduction, 67.7 per cent 
of those replying specified electrotypes. But, as in the case of 
the Philadelphia executive, many prefer good mats to poor 
electrotypes that require routing and finishing in the news- 


paper plant. 


Rapids Precision Products 
gee BETTER REPRODUCTION 


Whether you order electrotypes or mats for national newspaper 
releases, you can depend upon Rapid not only for precision reproduc- 
tion of original material, but also for the skilled craftsmanship that 
eliminates the need for extra finishing in newspaper mechanical 


departments. 


Rapid AD-ELECTROS . . . 


patterns; tops for finest reproduction. 


Rapid AD-MATS . 


Rapid PLASTIC MAGAZINE MATS 


precision made from carefully prepared 


. . special flong, molded and baked under direct 
pressure; excellent for line work. 


Rapid suPER MATS ... heavier, special flong, molded and baked under 
direct pressure; for particular work. 


. superior flong, coated with 


Rapid’s original plastic coating, hot molded, baked and dried under 
direct pressure; the finest mats for newspaper halftone and color work. 


Samples of Rapid’s superior mats gladly furnished on request. 


Me > apud ELECTR OLTYPE Ca. 


World’s Largest Advertising Plate and Mat Makers Specializing in 
Distribution Direct to National Newspapers and Local Dealers 


Main Plant: CINCINNATI 14, OHIO ¢ Parkway 3577; Teletype: Cl 496 


NEW YORK PLANT: 
Atlantic Electro. & Stereo. Co. 


Vanderbilt 6-3286; Teletype: NY 1-1323 


SAN FRANCISCO PLANT: 


~ Rapid Electrotype Co.; Douglas 8427 


DETROIT PLANT: 
Northern Electrotype Co. 
Madison 6780; Teletype: DE 91 
CHICAGO OFFICE: 


Rapid Electrotype Co.; Dearborn 2016 


PHILADELPHIA PLANT: 
Rapid Electrotype Co. 
Rittenhouse 5902 
ATLANTA OFFICE: 
Rapid Electrotype Co.; Walnut 8113 
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- | chandising.” sonal presentation of ideas about|all groups and individuals with 
P r of. D efines Ad In the current issue of Jewelry,| goods or services through media} whom it comes in contact. 
| Prof. James C. Drury of New/owned or controlled by the adver-| In some cases, these definitions 
a ’ 
Ter ms; Can You York University dashes off some|tiser. are manifestly too glib. In others y. 
concise definitions of these and Merchandising — the expediting|they do not seem to be inclusive 
Do It Better? /other terms, like this: activity through which a wide|enough. AA readers who believe B 
New York, = April 10.—This | Salesmanship — the personal|range of impediments to the free| they can do better on one or more —_ 
seems to be open season for the presentation of ideas about goods| flow of goods are discovered and|of the above words are invited to c 
definition of words which every | or services. removed. submit their own definitions. Thy 
marketing man_ uses nace wane Advertising — the non-personal| Marketing research — the fact es assi: 
Within recent months there have| presentation of ideas about goods| finding activity in marketing. ‘ ’ Jo} 
been many attempts to nail down/or services through media not} Public relations—a many sided Star Weekly Ups Rate Con 
for general usage precise defini-| owned or controlled by the adver-|activity both personal and non-|,. The Star Weekly, Toronto, na- { D 
tions of such words as “advertis- | tiser. personal through which a business cr ae aan “ey ith | ized 
ing,” “sales promotion” and “mer-| Sales promotion—the non-per-|maintains good relationships with the ear eee sc Mas white } a 
agate line rate at $2. The space i me 
rate increase results from an in- ' Con 
crease in circulation to about) ““(itfedge | Cc 
900,000 weekly. | BLUE BLADES | * join 
a | with the agavt edges eves honed | | Adl 
Form New York Forge | art 
The New York Forge of the) DERBY TIE-IN—Gillette Safety Razor © vot 
American Public Relations Asso-| Co. is backing its annual sponsorship of pre: 
ciation has been formed with| the Kentucky Derby with this full-color | rati 
Harry W. McHose, director of the} display card for dealers’ windows and F 
Cigar Institute of America, as counters. ha 
president. Others elected include a 
Barrett L. Crandall, Society of | ee 
I Plastic Industry, vice-president;| Paralysis, secretary, and Thomas | Mo 
All throu h A5 Peter C. Stone, New York chapter, | F. Gilliams, Gilliams Service, Inc., F 
— National Foundation for Infantile | treasurer. joir 
-- and into ‘46 iii _ Cot 
. ' | . Hh nf as | 
HT | sect 
L 
has 
Cor 
vice 
C 
to t 
Ne\ 
tior 
= 
- . dis} 
tops all Washington ane 
or 
2,8 = . ; TI 
cities in Sales Management's i; wa 
Cat 
W = = vv 
Forecast of Retail Sales & Service | Yor 
} J 
i Am 
| as é 
| L 
has 
Yor 
; E 
tur} 
i mal 
are 
and 
in 1 
Cur 
Rot 
cag 
Vv 
join 
as é 
Cc 
tur? 
Don 
R 
A “High-Spot” City ... a “Preferred In the April issue of Outdoors Magazine, one = 
City of the month”... the TOP- quarter million sportsmen will see a full color Lt. 
PLACE city of Washington State! reproduction of T. S. Steele’s famous oil painting M 
— daily aownponer rank That's the record chalked up by Ta- “Salvelinus Fontinalis’, shown above . . . the ba 
Pierce County's 64,700 cble-to, coma in Sales Management's authori- first of a series of great paintings by Winslow Tho 
buy families: tative “Forecast of Retail Sales and Homer, ~*Thomas Eakins, F. W. Benson, A. B. de . 


Service” —a record held all through Frost and other renowned artists. a, C 


THE TACOMA GY 1945 and into the first half of 1946. “Masterpieces of Sport” is another example — 
NEWS TRIBUNE @ Tacoma is definitely a “must buy” on of the top-flight editorial features for which Out- New 


every Washington State newspaper doors has become noted. It represents the extra 


sae ions Yoneda a 1a schedule, because Tacoma is a marke\ measure of reading pleasure found in every issue q 

Seattle Ist Evening Paper.. 5%, which can be adequately covered only of Outdoors — another reason why Outdoors’ a S 
when you use the leading local paper. net paid circulation has increased nearly 200% to 

And that means the dominant News- in just six years! rs 

ponents nan ~ Tribune— now delivering in excess of Advertisers have been quick to see how ee Ss 

a 60,000 daily. Outdoors’ strong editorial influence is translated join 

into a powerful selling force. Since 1939, adver- ~- 

tising linage has shot up a phenomenal 360.5% — join 

yet Outdoors’ rate per page per thousand readers stafl 


is second lowest in the field (only $3.36 per M)! : - J 
It’s a fact: to sell 250,000 (ABC) sportsmen mas 
outdoor equipment and all men’s products 


I's Time Je Ge OUTDOORS! 


OUTDOORS Magazine 


THE NEWS TRIBUNE 


Tacoma 1, Washington 


Covering Washington’s Second Market 
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out of 


Admen x the 
Armed Forces 


Capt. Don C. Nokes has resumed 
his duties as vice-president and 
assistant general manager of the 
Johnstown Poster Advertising 
Company, Johnstown, Pa. 

Don Sparks (AAF) has organ- 
ized the Dorsan Company, Jackson, 
Mich., which will distribute prod- 
ucts of the radio and appliance di- 
vision of the Sparks-Withington 
Company in the state of Michigan. 


Capt. Russell H. Milburn has re- | 
joined the staff of William Hart. 


Adler, Inc., Chicago, as assistant 
art director. 

Richard F. Burnett (Army) has 
returned to his position as vice- 
president of the Frigerbar Corpo- 
ration, Kansas City, Mo. 

Francis M. Carpenter (Navy) 
has been appointed assistant sales 
manager of Bliss Syrup & Pre- 
ee Company, Kansas City, 

oO. 


Frederic E. Sturmer (Navy) has 
joined R. J. Reynolds Tobacco 
Company, Winston-Salem, N. C., 
as manager of the merchandising 
section of the sales department. 

Lt. Col. Harry M. Montgomery 
has returned to the Ferry-Hanly 
Company, New York agency, as 
vice-president. 

Capt. Lewis Kleid has returned 
to the presidency of Mailings, Inc., 
New York direct mail organiza- 
tion. 


Reopens Studio 


Jack Lane (Army), litho and 
display artist, has reopened his 
studio at 49 W. 45th St., New 
York. 

Thomas J. McDonald has re- 
turned to his post as publisher of 
Caterer & Liquor Retailer, New 
York. 

J. S. Fullerton (Navy) has joined 
American Home Foods, New York, 
as an advertising assistant. 

Lt. Col. A. Evan Gwynne (AAF) 
has rejoined Doremus & Co., New 
York, as account executive. 

Ex-servicemen who have re- 
turned to Gilman, Nicoll & Ruth- 
man, newspaper representatives, 
are: Lt. Stanley H. Gilman (Navy) 


and Capt. John P. DeBellis (Army) * 


in the New York office; James P. 
Curran (Navy) in Boston, and Lt. 
Robert S. Talbott (Navy) in Chi- 
cago. 

Van M. Evans (Army) has re- 
joined Deutsch & Shea, New York, 
as account executive. 

Capt. Frank V. Droesch has re- 
turned to the art department of 
Donahue & Coe, New York. 

Recent additions to the Chicago 
sales staff of Good Housekeeping 
are Charles Dering (Navy) and 
Lt. William R. Freeman (Navy). 

Maj. James L. Thompson 
(Army) has joined the interna- 
tional department of J. Walter 
Thompson as manager of the Rio 
de Janeiro office. 

Capt. James P. McClain (Army) 
has been appointed special sales 
representative of Reinhold-Gould, 
New York, fine paper merchant. 


Returns to McCann-Erickson 


Sheldon Van Dolen has returned 
to the sales promotion and ad- 
vertising department of McCann- 
Erickson, New York. 

Stuart Bernard (Army) has re- 
joined Outdoor Life, New York, 
as sales promotion manager. 

Lt. Comdr. James J. Dunn has 


joined the New York advertising 


staff of Redbook. 


J. G. Evans Jr. (Army) has 


To 
Reach 


COUNTY 
AGENTS | 


AGRICULTURAL TEACHERS 
EXTENSION LEADERS 


Wse 
| Setter FARMING > 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 
J tet nce ete Matt Mtns’ SOR DSSS 


joined the promotion and research | been appointed advertising man- 


staff of American Legion Maga- 
zine, New York. 

Theodore Leisen (Army) has 
been appointed art director of 
Foltz-Wessinger, Lancaster, Pa. 

Capt. William Dudley has joined 
the Aeronautical Digest Publish- 
ing Corporation as New York rep- 
resentative of Revista Aerea. 

Maj. Paul R. McElroy has been 
named account executive and pub- 
lic relations consultant of the 
Kight Advertising Company, Co- 
lumbus, O. 

Richard V. Austin (Army) has 


ager of Rollmans & Sons, Cincin- 
nati. 

Comdr. Richard T. Cragg has re- 
turned to R. Cooper Jr., Inc., Chi- 
cago appliance distributor, as mer- 
chandise manager. 

Guyton Parks (Army) has re- 
turned to his former position as 
national advertising manager of 
the Advertiser, Montgomery, Ala. 

Lt. Barney Corson (Navy) has 
been appointed sales promotion 
manager of Perfex Company, 
Shenandoah, Ia. 

Charles A. Bowes (Marine) has 


| 
| 


returned to Ruthrauff & Ryan, Los 
Angeles, as account executive. 

Lt. Comdr. C. J. Woodhouse has 
rejoined Station WDNC, Durham, 
N. C., as commercial manager. 

Daniel C. Sudbring (AAF) has 
been named chief of cargo sales 


lof United Air Lines in New Eng- 


land, with headquarters in Bos- 
ton. 


Southward Named V.P. 


C. F. Southward (USNR) has re- 
joined Harry Atkinson, Inc., Chi- 
cago, as vice-president. 

Alden Grimes (Army) has 


71 


opened a market research office in 
the Rand Tower, Minneapolis. 

R. S. Gould (Navy) has been 
named assistant sales promotion 
| manager for institution products of 
|General Foods Sales Company, 
|New York, a division of General 
Foods. W. F. Volckmann (Navy) 
and Norman B. Grant have re- 
turned to the company as national 
accounts representative and assist- 
ant manager of the government 
department, respectively. 

Capt. J. Marshall Weaver has re- 
joined Hearst Magazines, Inc., 
New York, as an eastern sales 


“Exactly the paper for me!” That’s the way 
many a printing shop foreman feels about 


the new ADIRONDACK BOND. 


This watermarked 100% sulphite bond 
enables him to turn out A-1 jobs when the 
call is for letterheads, billheads, statements 
and other office forms. Besides taking letter 
press and offset-lithography printing ex- 
ceptionally well, it offers an ideal surface 
for typing or longhand—pleasing the cus- 


tomer on every count. 


The new ADIRONDACK BOND and its 


teammate ADIRONDACK LEDGER, are not 


yet plentiful enough to supply all who want 


these outstanding papers. As the world’s 


largest maker of papers, we’ 


re doing every- 


thing we can to expand available quanti- 


ties. International Paper Company, 220 


East 42nd Street, New York 17, N. Y. 
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staff representative for American 


Druggist. 

Richard B. Espey (Army) has 
returned to the copy department of 
the Howard Swink Advertising 
Agency, Marion, O. 

Harold G. Burley (RCAF) has 
been appointed manager of Sta- 
tion CHEX, Peterborough, Ont. 

Maj. Ruben Becker has been 
named vice-president in charge of 
research and statistics of Gill-Bert 
Teen Age Services, Chicago. 

George F. Leithner and Marvin 
Potts have returned to Young & 
Rubicam, Chicago, as media di- 
rector and art director, respec- 
tively. 

Maj. Leland Gourley has pur- 
chased the Free Lance, Henryetta, 
Okla., from Olin Perkins and 
Bailey Harris. 

M. Harvey Gernsback (Army) 


Glass Plant 


Can accept additional business 
for hand blown—hand pressed 
glass items — in color and 


crystal. 


Box 30 — Millville, N. J. 


has been elected vice-president of 
both Radcraft Publications, New 
York, publisher of Radio-Craft, 
and the subsidiary company, Radio 
Publications, New York, publisher 
of radio and electronic text books 
and manuals. 

H. Stanley Ford Jr. (Navy), for- 
mer OPA liaison executive to the 
garment trades for Washington, 
and regional director of apparel 
and accessories in New York, has 
joined Men’s Wear as_ business 
editor. Mr. Ford was formerly 
with Talon, Inc., New York. 

Frederick J. Meyer Jr. (Navy), 
formerly with Rickard & Co. and 
Ted Bates, Inc., New York, has 
joined Donahue & Coe, Inc., New 
York, as associate production man- 
ager. 

Capt. William M. Cagney (AAF) 
has joined the Detroit advertising 
sales staff of American Magazine. 

Nelson H. Eddy (Navy), for- 
merly a member of the economics 
department of Amherst College, 
has joined Best Foods, Inc., New 
York, as director of a new depart- 
ment of economic research. 

Maj. Joe Graham (Army), for- 
merly announcer -director of 
WCKY, Cincinnati, has joined 


American Broadcasting Company 


as a staff director. 

Capt. Adolph _ Elliott 
(AAF), formerly copy chief of 
Walters Advertising Associates, 
New York, has joined Green- 
Brodie, New York advertising 
agency, to specialize in copy and 
editorial work. 

Ex-servicemen returned to Ken- 
yon Research Corporation, New 
York, include Maj. John Mayer 
and Timothy Healy (Marines); 
Capt. Frank Baker and Sgt. Wil- 
liam Hultmark (AAF); and Capt. 
John O’Brien and Sgt. Alistair 
Christie (Army). 

Alfred S. Moss (Army) has 
joined Sterling Advertising 
Agency, Inc., New York, as di- 
rector of radio. 

Albert Lee Lesser has rejoined 
Blaine-Thompson Company, New 
York, as secretary and member of 
the planning board. 

Rouen James Westcott (AAF) 
has been appointed commercial 
editor of the NBC continuity de- 
partment. 

Kurt Scheuer (AAF) has re- 
joined Beckman & Beerbohm, De- 
troit, as manager of the production 
department. 

Paul G. Glenkey has been named 
account executive and merchan- 


Nonas 


Compact — 
easy to carry 


Order Now 


Over 75% of all sound slide- 
film equipment in use is 
Illustravox. Plan now to 
join the growing group of 
Illustravox users and better 
your training programs. To 
assure speediest possible de- 
livery, place your order today. 
In fairness to all, orders will 
be filled according to date 
received. The Magnavox 
Company, Illustravox Divi- 
sion, Dept. AA-4, Fort 
Wayne 4, Indiana, 


Cut training time 


and increase employee effectiveness 


with [LLUSTRAVOX 


OR all types of sales and production training, Illustravox sound slidefilm 
equipment is the one best way —the least expensive, the most effective! 
Already field-tested and proved before the war by leading industrial concerns, 


Illustravox superiority was further proved in wartime training programs. 


Ilustravox-trained men remembered up to 25% longer 


than under former training methods. Training periods were 


cut from as much as six months to as little as six weeks! 


Portable and inexpensive, Illustravox uses records and slidefilm to tell your 
perfected training message in attention-arresting pictures and spoken words. 
Trainees have the advantage of seeing their work in minute detail and hearing 


it explained at the same time! They learn faster, remember longer! 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Ma mi Gd VW OX company - Ft. WAYNE 


MAKERS OF 


FINE RADIO-PHONOGRAPHS 


dising consultant on home furnish- 
ings for Abbott Kimball Company, 
Chicago. 

Dan W. Eagle (Army) has been 
appointed advertising representa- 
tive of Spokesman-Review, Chron- 
icle and the Pacific Northwest 
Farm Trio, Spokane, Wash. 


It's D.D. for I.Q. 
as Valentine 


Resumes for Mars 


Chicago, April 10.—On May 27, 
when the Dr. I.Q. show originates 
from Indianapolis, it will have not 
one, but two “mental bankers,” 
thereby capping one of the odder 
stories in radio. 

On that date, and subsequently, 
the Dr. I.Q. of the show will be 
Lew Valentine, who was the orig- 
inal doctor for two years before 
he entered the Army. 

The present Dr. I1.Q., Jimmy 
McClain, will leave the show— 
and radio. Jimmy McClain is go- 
ing into the ministry, and will be 
ordained a rector in the Episcopal 
Church next fall. The news was 
a surprise to the show’s agency, 
Grant Advertising, which appar- 
ently had little intimation that Mr. 
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McClain had been attending Sea- 
bury Western Theological Sem- 
inary in Evanston for the past two 
years. 

Lew Valentine, the new master 
of ceremonies on the Mars, Inc., 
show, was discharged from the 
Army last October after three 
years’ service, including a 19- 
month stint in the Aleutians. In 
the interim, Grant has retained 
Mr. Valentine, using him as direc- 
tor of “Tena and Tim” on CBS 
for Cudahy Packing Company and 
master of ceremonies on “Curtain 
Time” for Mars, Inc., on NBC. 


Canadian Papers Elect 

Philip S. Fisher, Ottawa Citizen, 
has been elected president of the 
Canadian Daily Newspaper Asso- 
ciation. Others elected include 
H. G. Kimber, Toronto Globe and 
Mail, first vice-president; H. L. 
Garner, Peterborough Examiner, 
second vice-president, and W. J. J. 
Butler, Toronto Globe and Mail, 
treasurer. 


Heads Y & R Branch 


Stirling R. Wheeler, formerly in 
Young & Rubicam’s New York of- 
fice, has been named manager of 
Young & Rubicam, S. A., Mexico 
City. 


They EARN in Gary 


mile radius of Chicago. 


is— 


BURKE, KUIPERS & MAHONEY, 


will not cover 
the 


Gary Trading Area 


Ts Gary Trading Area is predominantly manufacturing. 
Population in excess of 200,000. More than 60,000 wage 
earners employed. Average weekly wage highest in Indiana; 
largest per capita of income tax payers in the state. More 
than 90% of all employed persons in the area work in 
Gary, the home of the world’s largest steel mills. 


They SPEND in Gary 


Gary, next to Milwaukee, is the largest city within a 100 


The ONE medium with effective penetration in this area 


THE GARY POST-TRIBUNE 


GARY'S ONLY NEWSPAPER 


Daily home delivered to more than 95% of the families 
in the city and city zone. More than double the combined 
circulations of all five Chicago papers in the area. No other 
medium even approaches our penetration in the area. 


World coverage of news and pictures by AP, UP and INS. 
Daily articles by world’s leading feature writers. No other 
paper serves this community as does THE GARY POST- 
TRIBUNE, the newspaper with one of the most productive 
PULLINE® rates in America. 


*PULLINE measures RESULTS WHEN YOU 
ADVERTISE IN THE GARY POST-TRIBUNE 


National Advertising Representatives 
INC., New York, Chicago, Atlanta, Dallas, 
Oklahoma City 


For best results ADVERTISE ADEQUATELY in newspapers 


ae a. pegs trea! c ‘ a \ 4 ee 5 om f ‘ 
ne ee A 
an | | 
Be 3 
7 
a T 
vee ' 
. a _ 
ae s 
oad | s 
ro ss ‘2 | re 
eee th 
‘Soaes a 
iets ay 
Ww 
sty 
pe 
} 
| ‘i 
Phi | | 
4 a | | | 
“a 0 0 | 
a ee a Le i | | 
Be e : 
cy a s : 
: f| 
Ete ‘ ae a4 2% 
ares a - Las 5 
i bas a egos NS # 
be! : re EA a) y yen SS 
: 4 | | CSSOS Se 
ea aes eo : ‘ 
et es ) \ | 
Z — SS ig ulsa “i td 
i E | lj TY,” s 5 2, 
smtp ae ee Ee ‘ \ u- “Nahe, in 
= Fae % e * + L. ( Site eee mm 
: sound slidefilm equipment | hy Nt if 
3 be 
a ie Jpg a... aa ee | se 
Bie. ee (CE TEN TMs. wns : (ame SO 
7 7 os al A la wy) es K\ a 
7 a ne er ae = 5 A oa S —— S . 
wf "a Ee | in 
a cy ee ge ns ee RR — — —— A Cs) 3 tir 
= E Ig Se a. 14\ b UB be 
2 al “A ae SOA ge a in 
ee H ce ip OE 8 SS sy 
ae ae Shite, “Way, ener Vo AeA a le 
liek al ie SHEET BS EEEESS IAS SHH Bagg BBiiiei® Ets ci MS Boi 8 Ltd SG 
aa fe COR ge im | S| 
cia ie ae ae bs aw SE} ay . be 
a a Sos. Ce Fe ce) | oS 19 
4 <a Ss ER a | Zt Bt ae ae i er 
. is mee 2 a > eh ee” Se eS Tl 
hr toa ye 4 —> i heen YZ BR THR Ga Bed | Sion fA Bl Bee ee 
ee o Sg" Gee A Aaa he es: | ti‘ gr 
i Tea asain capencman ene fy y<\ Of Ne) CO OM 
= aay — ae EHH Gane BH) se HE 
me BGT A ee | | 
we rr a =a Se a 
og , . be REL an Maio Bie : 
7 wali, Hal | 
a | UF Veen |» pe 
as | ) Qn od Ae Ww 
7 af >! ee ee 
Beha: : ( y Ea ws . ar 
‘ a Ca OE SS | ; dt 
con eee eee 
sicra in 
ite : Pi 
, Wty ; { 
bck a | om 
os ee meat | tr 
an co 
re Sites | to 
ae ae j ° 
areas eC li 
‘ieee Ww 
ee eC ro 
mee Ww: 
ex 
ae ca 
gr 
sil 
eee fe 
fe 
| 
: 
en 
in 
ee m 
wl) 
at th 
co 
; ar 
| =——_—_—_————— a go 
} an 


», 1946 


g Sea- 
Sem- 
ast two 


master 
3, Inc., 
m the 
three 
a 19- 
ns. In 
etained 
; direc- 
n CBS 
ny and 
Surtain 
BC. 


erly in 
ork of- 
iger of 
Mexico 


area 


ilies 
ined 


ther 


INS. 
ther 
)ST- 


tive 


Brewers Drive 


Tells Public Beer 
Uses No Wheat 


New York, April 11.—United 
Sfates Brewers Foundation, rep- 
resenting the producers of 85% of 
the nation’s beer and ale, will run 
a single institutional ad in all 
available dailies and county seat 
weeklies to tell the public that 
“no wheat is used in beer or ale.” | 

The $200,000 “one-shot” is ex-| 
pected to appear in more than | 


| Kettell Opens Offices 


- . ee — a 


Now...no wheat used — 
in beer or ale 


And wheat alone can solve the 
problem of feeding the world's hungry 


2,100 dailies, using 1,000-line copy 
in cities of approximately 50,000 | 
population and more, and 600 
lines in smaller cities. It will | 
also run 600 lines in 2,655 county 
seat weeklies. J. Walter Thomp- 
son Company is the agency. 

In the face of growing agitation. 
in Washington for the cancella- | 
tion of all grain allocations to the 
beer industry as well as the liquor 
industry, the USBF copy says that 
“wheat alone can solve the prob-| 
lem of feeding the world’s 
hungry” and points out that “the 
brewing industry has used no 
wheat whatever since March 1, 
1946,” and only 8/10,000 of the) 
entire U. S. wheat crop in 1945. 
The ad says that use of other! 
grains has been reduced by 30%. | 


Not Usually Consumed 


“The grains to which the in-| 
dustry is now restricted are of a/ 
variety and grade not normally 
consumed by the people of the. 
world as food,” the copy states, | 
and predicts a 50% shortage of 
beer and ale, based on a 30% re-_ 
duction in production added to a 
25% increase in demand over 1945. 

The ad features the Advertis- 
ing Council’s sponsored box stress- 
ing the recommendations of the 
President’s famine emergency 
committee. 

The brewing industry, besides 
emphasizing to the public that the 
manufacture of beer does not con- 
tribute to the food shortage, also 
continues its eight-year campaign 
to disassociate itself from the 
liquor industry. USBF has been 
running a campaign in country 
weeklies in 36 states where grass- 
roots dry sentiment is greatest 
with this objective in view. 

The liquor industry, in turn, is 
expected to emphasize in a paid 
campaign that it does not “use” 
grain, but merely “processes’’ it, 
since the bulk of the grain used is 
recovered as high-protein animal 
feed. 


Imports Under Fire 


In liquor circles, considerable 
emphasis is being given to Wash- 
ington agitation to halt the ship- 
ment of grain to any country 
which exports beer or liquor to 
the United States, since these 
countries are presumably using 
grain for such manufacture. The 
government of Holland recently 
announced that it was embargoing | 


country used about 2,009,000 tons | 
'of grain and grain products, in- 
cluding 29,000 tons of wheat, in 
/ 1945 
| 87,600,000 barrels of beer. 
/duction this year will be cut by 
30%. 


| all exports of beer from that coun- 


try. | 
The brewing industry in this | 


to produce approximately 
Pro- 


Day, Duke Form Agency 

Day & Duke, advertising agency 
with offices at 270 Park Ave., New 
York, has been formed by William 
L. Day, formerly with J. Walter 
Thompson Company and Benton & 
Bowles, New York, and Col. Flori- | 
mond J. Duke, former advertising | 
director of Time. 


House Committee 
Okays Tax Status 


of Cooperatives 


Washington, April 10.—In find- 
ing that “There is no evidence to 
support the accusation that the co- 
operative movement seriously en- 
dangers other forms of business 
enterprise,’”’ the House small busi- 
ness committee, obviously sympa- 
thetic to the co-op movement, 
jogged the Bureau of Internal 
Revenue today to restate its rules 
so that co-ops cannot acquire top- 
heavy financial reserves. 

“Existing tax laws clearly spell 


Revenue 
farm purchasing co-ops limit their 


|transactions to the handling of 


farm production supplies. 


Study on a Year 


|| Elmer Kettell, formerly NBC’s | tee said. 


‘out a non-profit operation by 
| farmer co-operatives,” the commit- 
“A strict application by 
|New England spot sales represen- the Bureau of Internal Revenue 
itative, has formed Kettell-Carter,| would provide a marked deterrent 
a oe radio a ie Pak Bee any group which attempts to 
|tive company, in the Park Square : ‘ 
[building Boston, "iis" assistant |*buSe, the exemption, granted, to 
| Marjorie Carter, will be associated | Pa pe Prien mca 
with him. They will cover New tied evasion of corporative taxes 
York state territories as well as behind a corporative mask.” 
New England. ' To keep co-ops on a co-op basis, 


The study was started a year 
}ago in the midst of heated discus- 
|sions whether co-ops were using 
their tax-exempt status to pile up 
reserves which could be used to 
finance production and other ac- 
tivities in competition with tax- 
paying corporations. 

Because of the limited number 
of co-ops that are tax exempt, no 
appreciable revenue would result 
from a tax on their income, nor 
“does it appear that the tax ex- 
emption available to exempt farm- 
er cooperatives has any true 
bearing upon any competitive ad- 
vantage which the cooperatives 
might have in its normal opera- 
tion,” the committee said. 


Uphold Tax Exemption 


The committee strongly opposed 
suggestions that co-ops lose their 
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|the committee urged that Internal|that such a move would raise 
insist that tax-exempt] grave constitutional questions, and 


might seriously affect schools, 
churches, charitable and scientific 
organizations and clubs. 


Appoints Hutzler 


Hutzler Advertising Agency, 
Dayton, O., has been appointed 
to handle the advertising of Day- 
ton Fibre & Metal Products Com- 
pany, manufacturer of farm gates. 
Direct mail and consumer maga- 
zines will be used. 


‘Sport’ Names Rate 


The basic page rate for Sport, a 
forthcoming Macfadden publica- 
tion (AA, March 11), will be $500, 
with a guaranteed circulation of 
200,000 monthly for three months. 


COLOR PRINTING 
WITHOUT COLOR PLATES 


Send us printed or planographed black-and-white 
sheets. We'll add beautiful appealing colors—with- 
out any plate cost. Ask for samples and further 
information about this AMAZING NEW COLOR- 
GRAPH PROCESS. 


Colorgraph Process Co., 241 E. Illinois St. 


tax exemption privilege, arguing __ Chicago 11, Wi. Sapeter 


1 ...to build a bigger audience 


al 


for ABC. advertisers 


Listen to 


ABC 


AMERICAN BROADCASTING COMPANY 


Gangbuster® y sen 
ntine, former 
largest police 
th this famous 


40 secon 


TARTING AT 6:15 (EST) with the 
brilliant news analysis of Erwin 

D. Canham, editor of the Christian 
Science Monitor, Saturday night is 
a great night on the radio if you 
listen to ABC. The programs shown 
above are only a few of the spar- 
kling shows everyone from Junior to 
Grandpa can enjoy. 

And not only on Saturday night! 
There’s top-notch entertainment in 
store for you every night — and every 
day — when you listen to ABC. You'll 
hear Paul Whiteman, The Quiz 
Kids, Breakfast in Hollywood, Bride 
and Groom, LaGuardia, Winchell, 
The Theatre Guild on the Air—and 


listening to ABC. 


a long list of other great shc 


dials regularly to American 
casting Company stations. | 
finding out fast that an eas 
to enjoy radio at its best is to 


hony PSs 
Boston Symp i 

ed to the hilt! Hear this ee 
hestra, under the direc- 
Koussevitzky, Satur- 


Great music play 
world-famous orc 


tion of Dr. Saree 5-30 to 10:30 (EST). 


day nights abi 
the Boston 
Starting May 4, 8 ee 
ced by the 
an sar with Arthur Fiedler con 
i ducting. (Allis-Chalmers) 


% days at 7:30 P- 


eee 


Why more leading companies 
are advertising on ABC today 


Advertisers who want a nation-wide audience 
during good time periods at low cost are buying 
time on ABC today. One network costs 43.7% 
more per evening half-hour than ABC; another 
costs 28.7% more. Yet ABC’s 202 stations 
reach all the people who live in 22 million 
’ radio homes located in practically every major 
market in the United States. /f you are an ad- 
vertiser, rémember that a good ABC time period 
bought today means a valuable franchise for 
years to come. 
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Chilton Half Owner 
of Newton Paper Mill 


In a paper situation roundup 
story in AA April 1, McGraw-Hill 
Publishing Company was referred 
to as owner of Newton Falls Paper 
Mill. Actually, McGraw-Hill and 
Chilton Company own the Newton 
Falls Paper Mill jointly. 

The two publishing companies 


are also associated in the owner-|} 


ship of Business Publications In- 
ternational Corporation, which 
publishes several export publica- 
tions. 


Plans Summer Drive 


Miami Beach public relations 
advisory committee has announced 
that Miami Beach will spend $10,- 


000 this spring and early summer 
'to advertise its summer vacation 
attractions in newspapers of 20 
selected northern and _ southern 
| cities. 


Joins Fair Trade Council 


| The United States Electrical 
| Mfg. Company, New York, manu- 
\facturer of flashlights and flash- 
light batteries, has joined the 
| American Fair Trade Council, New 
York. 


Raven Joins Meyer 
Frances Raven, formerly in the 
advertising department of the 


the advertising staff of 
Meyer, Inc., Portland. 


REASONS: An 


promotion and publicity department exploits our 
sponsors’ products, programs and stars to a fare- 
thee-well, through window displays, WSGN's 
trade paper, direct mail, transit cards, personal 


aggressive, enterprising 


calls on wholesalers, and Newspaper ads. 


ALABAMA’S BEST BUY FAR! 


| 
| 
| 


AMERICAN BROADCASTING COMPANY 


FCC Rejects 
Sale of Hearst's 
WINS to Crosley 


Washington, April 10. — Crosley 
Corporation and Hearst Radio 
have until April 25 to appeal an 
FCC ruling proposed this week, 
refusing aproval for the sale of 
Hearst station WINS, New York, 
‘to Crosley for $1,700,000. 

| In proposing to deny the trans- 
|fer, the FCC majority ducked the 
\issue of “trafficking in licenses,” 
|basing its ruling instead on the 


Journal, Portland, Ore., has joined|fact that the scale contract con- 
Fred | tained a clause giving Hearst a 10- 


year option on $400,000 worth of 
| WINS time. 

| At public hearings last fall, the 
$1,700,000 purchase price had been 
| discussed in detail. In the com- 
|mission’s ruling, a concurring opin- 
‘ion by Commissioners Clifford 
Durr and Paul Walker enlarges 
|the findings to cover this point. 
|The other four Commission mem- 
| bers, however, were content merely 
_to say that they were not satisfied 
'with the showing made by the 
Crosley Corporation with respect 
|to the service to be provided. 


‘Extremely Ambiguous’ 


Commissioners Durr and Walker 
/pointedly said that “the total com- 
| pensation agreed to be paid for 
_Station WINS is so far beyond any 
' valuation based on its physical fa- 
| cilities or its present or reasonable 
|}earning power, that the purchaser 
'is buying the station license. 

“With the station operating at a 
| loss for many years, it is obviously 
/improper to characterize the dif- 
ference between the value of the 
physical facilities ($160,395.77) 
and the price paid ($1,700,000 plus 
$400,000 broadcast time) as ‘good 
pu” 


Over-Commercialization Certain 


Commissioners Durr and Walker 
agreed that “the purchase price is 
so high that the purchaser can be 
fully expected to over-commer- 
cialize the station in order to earn 
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_ Last Minute News Flashes 
‘Reynolds Starts New Campaign on Pens 


| Chicago, April 12.—Reynolds International Pen Company will an- 
/nounce in New York Monday “the first pen in history guaranteed to 
| write four years without refilling.” Advertising for the new pen be- 
| gins, through Maxon, Inc., with three teaser ads in Time for April 15, 
followed by a full page in The American Weekly on April 28. Other 
media schedules include color pages in Collier’s, Look and Newsweek. 


Quinsana Plans Bigger Promotion 

New York, April 12.—The Mennen Company, Newark, will increase 
advertising for Quinsana, athlete’s foot remedy, with new copy break- 
ing about June 1. Magazine schedules and Sunday newspaper comics 
color will be stepped up and radio spot announcements added. Kiese- 
wetter, Wetterau & Baker is the agency. 


Vivaudou Schedules Year-Round Drive 

New York, April 12.— Jean Vivaudou Company has scheduled a 
year-round advertising campaign in 16 magazines, supplemented by 
intensive seasonal newspaper promotion for Orloff Toiletries. This 
is the first major drive for the company prepared by A. W. Lewin 
Company, which took on the account last fall. About 16 newspapers 
in leading cities will also be used. Father’s Day copy will break in 
June. 


Darling Succeeds Gerard on ‘American Home’ 

New York, April 12.—Jim Darling has resigned as associate editor 
of Collier’s to become promotion manager of American Home, suc- 
ceeding Melvin Gerard, who has accepted a similar post with Conde 
Nast. Mr. Darling will have charge of promotion and advertising. 


McCoy Heads ‘Mirror's’ Chicago Office 

Chicago, April 12.—Eugene V. McCoy, in the Chicago office of the 
New York Daily Mirror for the past three years, has been promoted 
to manager. 


| 
the clause granting Hearst a 10-|4 =: ‘ 
year option on time, asserting that Advertising Ss 
such a provision is incongruous 
with the Communications Act, Status Boomed 
a ° 
by War’: Field 


binding the operator beyond the 
expiration date of his license. At 
Chicago, April 11.—Men in gov- 
ernment, in the organized con- 


current station rates, the $400,000 
sumer movement and in commerce 


ment leaves Hearst with a sub- 
stantial share in programming the 
station, and necessarily restricts 
Crosley in establishing a com- 
pletely new and independent pro- 
gram service, FCC said. 

At the time the sale was an- 
nounced, it was explained that 
Hearst hoped to use the proceeds 
from the transfer toward a $2,- 
000,000 fund for FM and television 


amounted to an hour a day, every 

day, for the 10 years, the Commis- 

sion pointed out. Such an arrange- | anq industry have developed in- 
creased respect for advertising dur- 
ing the war years, Marshall Field, 

publisher of the Chicago Sun, told 

the Chicago Federated Advertising 

Club here today. 

Asserting that the war was a 
laboratory in which advertising 
had proved itself, Mr. Field re- 
called the prewar days when or- 
ganized consumer exposes and FTC 
“cease and desist” orders had 


THE NEWS- AGE-HERALD STATION 
Represented Nationally by Headley-Reed 


even a small return on the sum 
to be paid.” 
The full commission seized on 


in Baltimore, Milwaukee and Pitts- 
burgh, and for construction of an 
FM station in New York. 


placed advertising in a critical 
light. The war found advertising 
|'faced with two problems, con- 


OHIO ADVERTISING DISPLAY CO., 1216-20 JACKSON STREET, CINCINNATI 10, OHIO 


This latest development in advertising displays 
gives you neon effect with new vivid colors. The 
skeleton Neon with its patented plastic frames is a 
combination that's unique, colorful and most effec- 
tive. The frames are parallelogram in shape, rich | 
in color combination which improves the daylight 
appearance of the Neon; reduces tubing breakage; 
installed easily, quickly. These frames are pro- 
duced under Austin & Austin Patent No. 2,296,893. 
Write immediately for further information and 


quotation. 


/sumer relations and relations with 
the government, Mr. Field said, 
}and noted that advertising suc- 
‘ceeded in answering consumer 
|complaints and in doing an im- 
pelling job for the government. 

| Despite the mistakes in war 
copy, the publisher continued, it 
| was basically an extremely com- 
|petent job. Advertising came out 
|of the war, he said (1) “accepted 
|and its social utility proved in a 
| degree that has never previously 
|/been equalled’; (2) needing “no 


| (3) more aware of “the need for 
| being realistic’; (4) having ‘“de- 
|veloped with a high degree of 
|competence the interpretive tech- 
|niques that had previously been 
/considered the exclusive property 
|of the public relations profession.” 

The promotional industry faces 
| responsibilities, the publisher de- 
|clared, such as explaining the 
| working of industry and labor 
/unions alike, keeping faith with 
the consumer, training the youth 
of the profession to aspire to its 
best ideals, and working with na- 
tional leaders on social problems 
created by peace. 

Finally, Mr. Field said, advertis- 
ing has the responsibility of sus- 
taining demand in a dynamic 
economy. A _ “200-billion dollar 
economy” is possible only in an 
economy of ‘mass-produced buyers 
as well as mass-produced goods,” 
he believes, and said such demand 
constituted the “biggest selling job 
of all time.” 


Agency Expands 

Walter Haehnle Advertising 
Agency, Cincinnati, has moved 
‘from the Gerke building, to larger 
offices in the Dixie Terminal build- 
ing. 
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DOLL HOUSE—Prospects for Youngs- 
town Kitchens, made by Mullins Mfg. 
Co., Warren, O., may now see how 
their cooking departments would look 
equipped with an installation of new 
steel units. Designed for retailers’ use, 
the models have adjustable walls and 
a complete set of equipment. 


Newsprint Men 
Ask Removal 
of Price Lid 


Washington, April 11.—News- 
print manufacturers meeting here 
today voted unanimously to press 
for suspension of ceiling prices on 
their product rather than seek 
an additional increase beyond the 
$17 granted since 1943. 

Skeptical OPA said it would 
have to poll newspaper publishers 
and other newsprint consumers 
before reaching a decision and 
that it would have to consider the 
extent to which foreign producers 
might inflate the market since 80% 
of the country’s newsprint supply 
is imported. 


Sees Increased Supply 


In a talk in New York today, 
OPA Chief John Small estimated 
that there would be an improve- 
ment in the newsprint supply dur- 
ing the second half of the year, 
but meanwhile complaints of an 
extremely tight paper market pour 
in here. 

Price of newsprint is currently 
$67 a ton, after four wartime in- 
creases. The price of $50 a ton 
at the port of entry was estab- 
lished in January, 1938, and was 
first increased March 1, 1943, by 
$4. An additional $4 increase was 
allowed in September, 1943, $3 
more in March, 1945, and another 
$6 Dec. 11, 1945. 

OPA also announced that pro- 
ducers’ woodpulp price ceilings 
will be increased about 10% with- 
in 10 days to encourage produc- 
tion. Increases will range from 
$3 to $9 a ton on standard grades 
(about 80% of the market) and 
from 4 to $12.50 a ton on special 
grades. Return to producers will 
increase more than $17 million an- 
nually OPA said. 


RENEW CONTROLS 

ON PRINTING SERVICE 
Washington, April 10.—The OPA 

today announced restoration of 

price controls on typesetting, plate 


making and other printing serv-| 


ices, which were included in a 
suspension action last fall. 

The controls are restored, it was 
said, to protect 
facturers for whom these services 


are performed.” 


Reports on Supervisors 
The policyholders service bu- 
reau of the Metropolitan Life In- 
surance Company, New York, has 
issued a new report, “Training 


Supervisors in Human Relations,” | 


which is designed to assist busi- 
ness organizations in developing 


supervisory skill in human rela-| 


tions. The study is based on the 
practices of 39 companies which 


have developed training programs | 
and on the points of view of spe-| 


cialists in this field. 


“product manu-_| 


Robinson Aligns Joins Opinion Research |New Copy Theme 


FC&B Radio Staff 


| Hollywood, April 10.—A. L.!C. Nielsen Com- 


| Captstaff will supervise all Foote, 


| Cone & Belding radio production | market research 
a realignment an-|OT 8aniza- 
_nounced today by Hubbell Robin- | #0n, since 1938, 


| here, under 
}son Jr., 
| of radio. 
| Vie Hunter will head talent re- 
lations and program development, 
|assisted by Jim Fonda. 


contracts, and relations with other 
FC&B branches. 

The changes, made to improve 
client service, will not affect other 
radio managers: Karl. Schullenger, 
New York; Stuart Dawson, Chi- 
cago; Dave Taylor, Los Angeles, 
and Mark Buckley, San Francisco. 


Joins Schaffert 


Dorothy Dorning, New York, 
artists’ agent, has announced her 
affiliation with Arthur Schaffert, 
cartoon illustrator. 


vice-president in charge | Op 


| search Corpora- 
| tion, Princeton, 


Burt | 
Oliver, assisted by Bud Spencer, | : i 
| will supervise business operations, |nection with the Public Opinion | newspapers and 2,490 county seat 


Hugh L. Rusch, 
executive vice- 
president of A. 


pany, Chicago, 


as joined 
inion Re- 


N. J. He will 
have duties in Hugh L. Rusch 
Chicago in con- 

Index for Industry, monthly sur- 
vey division. 


Production Men Elect 
Albert Isaacs, Lebhar-Friedman 
Publications, has been elected 
president of Productioneers, New 
York organization of business 
paper production managers. Others 
elected include Lillian McMahon, 
Conover-Mast Publications, vice- 
president; Frank J. Reilly, Mac- 
Nair-Dorland Company, secretary, 
and Victor Strano, Simmons- 
Boardman Publishing Corporation, 


Aids Fat Salvage | 


New York, April 11.—Copy | 
changes emphasizing consumer 
benefits virtually doubled fat sal-| 
vage returns during March as) 
compared with December, 1945, 
when the copy change was made. 

The American Fat Salvage Com- 
‘mittee, Inc., New York, pointed 
;out that the new slogan, ‘Save 
|Used Fats to Help Prevent Soap 


| Shortages,” carried in 1,534 daily 


weeklies, brought with its direct 
appeal an increase of more than 
7,000,000 pounds of waste fats over 
December. 

The increased return exceeded 
expectations of the committee 
which, following the war’s end, an- 
ticipated a salvage poundage of 
about 6,000,000 pounds per month. 


Names Sproat . 


Duluth Airlines has placed its 
advertising with W. E. Sproat & 


Waring Show Takes 


Co., Chicago. 


1OAR 75 


A 3 <M eh Ow Ane aA ror is 


Over McGee Spot 


Fred Waring and his Pennsyl- 
vanians will take over the Fibber 
McGee and Molly spot (Tuesday, 
8:30 p.m., CST) for 15 weeks be- 
ginning June 18. The band will 
continue its daytime, five-days- 
per-week program. 

Last June, when NBC inaugu- 
rated the Waring show, it paid 
the band a reputed $10,000 per 
week, a new high for a daytime 
show. NBC asserts that the sign- 
ing of the band for a summer re- 
placement indicates its policy of 
maintaining program levels during 
the summer. 


Luggage Firm to Sterling 

U. S. Luggage & Leather Prod- 
ucts Company, New York, has 
named Sterling Advertising 
Agency, New York, to handle its 
account. A national campaign pro- 
moting Loyal billfolds and leather 
products is appearing in eight na- 
tional magazines, and in ten busi- 
ness papers, with newspapers 
planned for key markets. The 
company also supplies dealer helps 
and sales portfolios for its sales- 
men. 


To step up sales in certain areas a nation-. 
ally known drug manufacturer added Book 


Matches to his media structure. The results 


treasurer. 


OF BOOK MATCH 


ERE’S the kind of act advertisers like to watch... 
H sales performance under test conditions. In this 
case by the least understood of all media, Book Matches. 

In a recent nationwide survey 75.6 per cent of adver- 
tising men said that Book Matches could not be used 
successfully for product selling. But look what hap- 


pened when Book Matches were used to sell this product. 
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PROOF 


PERFORMANCE 


you see above—Without book matches sales went Down; 


With book matches sales went UP! 


This is typical of the results advertisers are getting 


with Book Matches under test conditions. Tests that the 


Diamond Match Co. will help you to set up. So why don’t 


you let a Diamond Book Match specialist analyze your 


media problem... help you set up a test that 


this coupon today! 


Name of my company.........-. 


POR ccccccctesdiecccssecsses 


will prove the effectiveness of Diamond Book 


Matches on a cost basis. Just clip and mail 


to a Man Size Media Problem 


TC: CIAMOND MATCH CO., Dept. A-4, 310 S. Mic: igan Ave., Chicago 4, Illl. 
| would like more information about Ciamond Book Match Advertising. 


Please call me at.........++ Lh) PERE MOMs ssceserecess 
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New Agency Plans 
Split Commissions 
on Big Accounts 


(Continued from Page 1) 


says, “if experience proves them | 


to be too low or too high. It be- 
lieves, however, that the principle 
will work to the mutual advantage 
of client and agency by making 
each account self-supporting and 
in insuring that services rendered 
to a client will keep pace with fees 
even when commissionable billing 
is high.” 


Other Points 


Principals of the agency (AA, | 
March 11) are Trell Yocum, chair- 


Other points 
are: 

1. In addition to its own crea- 
tive staff, which “will develop 
basic strategy and guide the qual- 
ity” of such work, the organization 
will 


in the platform | 


sources of any one agency.” Crea- 
tive staff members are being 
chosen ‘fas much for their editorial 
judgment and knowledge of talent 
markets” as for their records as 
craftsmen. 

2. The agency has arranged | 
with outside specialists for work 
on its accounts in merchandising, 
sales promotion; market, product 
and consumer research; public, 
employe, trade and consumer rela- 
‘tions. It will coordinate these 
| services, “bringing them into their 
/proper place in the over-all dis- 
‘tribution and public relations pro- | 


man of the board, from Compton | 8° am.’ 

Advertising, Inc.; Thayer Ridg- “3. An 
way, president, from Lennen &j service compensation,” 
Mitchell, and Robert R. Ferry, ex- | above. 

ecutive vice-president, from OWI. “4. 


“draw on the vast creative! 
ability that lies beyond the re-| 


only that number of accounts as 
can be serviced by its principals. . 

“5. After a 6% annual payment 
‘on the capital investment made by 
| the three principals, all agency net 
profits are to be divided among 
all employes.” Each employe’s 
share will be in proportion to the 
| total payroll which his salary rep- 
resents. 


CLIFFORD SMITH JR. 

Hartford, Conn., April 9.—Clif- 
ford W. Smith Jr., associated with 
N. W. Ayer & Son, Philadelphia, 
since his discharge from the Army 
air forces last October, died at the 
Hartford Hospital last week as the 
result of a fall at the home of his 
parents in New York. 


|LEONARD MONAHAN 


| Boston, April 9.— Leonard C. 
| Monahan, 55, vice-president and 
| sales manager of 40-Fathom Fish, 


improved method of|Inc., a unit of General Foods Cor- 
outlined | poration, died at the Weymouth 


Hospital, South Weymouth, Mass., 


The agency shall handle | last week following a short illness. 


He joined the company in 1938 as 
sales manager and became vice- 
president in 1944. 


VISCOUNT SOUTHWOOD 


London, April 10.—Julius Salter 
Elias, Viscount Southwood, chair- 
man of Odhams Press, Ltd., which 
publishes 25 publications includ- 
ing the London Daily Herald, 
Laborite newspaper with a circula- 
tion exceeding 2,000,000, died here 
today. Odhams, which he joined 
49 years ago as a junior clerk, 
also publishes The People, Sun- 
day newspaper with a circulation 
of about 4,000,000, and the maga- 
zines John Bull and Illustrated. 
Born a London commoner, he be- 
came a peer in 1937, and a vis- 
count last January. 


‘Saturday Night’ Ups Rate 

Effective Jan. 1, 1947, the ad- 
vertising rate for Saturday Night, 
published by Consolidated Press, 
Toronto, will be increased from 35 
cents per agate line to 42 cents, 
with a circulation of over 40,000 
copies per issue. 


ADD TERRIFIC TWOSOMES 


YY, : 


Is it the moonlight . . . or the heavenly scent 


of Spring roses th 
sales talk? We'll 


know that the combination of these romantic influences 


* gets results when “boy meets girl.” 


at puts the “oomph” in Cupid’s 


never know for sure. But we do 


And we 


know, further, that the newspaper combination that 


gets results for Philadelphia advertisers is 


“The Record and 


One Other.” 


In Philadelphia, your traditionalist reads either, or both, of the city’s 


two conservative 


newspapers. 


Your liberal buys, believes in and supports 


The Record. That’s why no single newspaper can “deliver” Philadelphia 


in one all-inclusive package. That’s why The Record is the essential 


paper in any combination designed to give complete coverage of 


America’s 3rd Market. 


PHILADELPHIA RECORD 


QUARTER MILLION DAILY «- HALF MILLION SUNDAY 


Represented Nationally by George A. McDevitt Co.—New York, Chicago, Philadelphia, Detroit, Cleveland 
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Commerce's Big 
‘Postwar’ Budget 
Gets Economy Ax 


(Continued from Page 1) 

a $6,027,000 fund, slightly more 
than it used in 1945-46. The com- 
mittee was particularly hard on 
the Bureau of Foreign and Do- 
mestic Commerce, allowing only 
$7,100,000 instead of the $14,000,- 
000 requested. Clamping down on 
a proposed expansion of the Com- 
merce field organization, it allowed 
money for only 50 instead of the 
75 offices proposed as contacts to 
bring Department of Commerce 
advice to business men through- 
out the country. 


Calls Aids ‘Superfiuous’ 


Flatly, the committee said it was 
of the opinion that “many of the 
proposed aids to business are sup- 
erfluous and many of them reach 
too deeply into the problems of 
individual business management. 
The average business man may 
need, and will undoubtedly accept 
guidance, but he certainly does 
not want to be led by the hand,” 
the committee said. 

As if to show its contempt for 
the Commerce reorganization plan, 
the committee went out of its way 
to endorse the work of the Office 
of Business Economics, the unit 
under Dr. Amos Taylor which now 
does practically all of the work 
handled by the Bureau of Foreign 
and Domestic Commerce before 
the arrival of Secretary Henry 
Wallace. 

The committee also made a siz- 
able cut in the requests for the 
Census Bureau, but left sufficient 
funds for a $10,000,000 Census of 
Business and a $5,000,000 Census 
of Manufactures. Also surviving 
in this year’s budget is a fund to 
cover expansion of the monthly 
labor force studies, a consumer in- 
come study, sample census of pop- 
ulation and other current con- 
sumer durable and industrial sta- 
tistics. 

Census had asked $33,500,000 
for 1947, but before paring it to 
$28,150,000 the committee obtained 
a memorandum indicating that 
eliminations would first be made 
| in some of the minor census series 
and current studies, rather than 
the big studies of manufacturers 
|and distribution. 


Up to Secretary 

In addition to the major studies 
it had contemplated a census of 
various bodies, state and local 
government employment, vital sta- 
tistics, foreign trade, and expan- 
sion of the current business and 
industrial figures. Just how the 
Bureau of Foreign and Domestic 
Commerce would adjust its pro- 
gram to its shrunken funds was 
left to the Secretary, with the 
committee simply observing that 
the Office of Business Economics— 
the ‘pure economics” grou p— 
should fare well. 

Due for considerable slash would 
be the Office of International 
Trade, the field organization, the 
Office of Small Business and the 
Office of Domestic Commerce. 

Among the projects of the Office 
of Domestic Commerce, under 
Brig. Gen. Albert Browning, for- 
mer Montgomery Ward official, are 
the studies of incentive and an- 
nual wages, methods of reducing 
distribution costs and mark-ups, 
profit sharing,  price-volume 
studies, building codes, interstate 
trade barriers, and effect of taxes 
on business. Presumably, many 
of these will have to be delayed or 
abandoned. 


Lawrence Opens Agency 
Walter Lawrence, formerly as- 
sociated with Rheem Mfg. Com- 


pany, has opened his own agency 
‘at 90 Second St., San Francisco. 
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4-Point Program 


for Newspapers 
Adopted by NAEA 


(Continued from Page 1) 
copy-layout-appeal check of every 
ad; the other requesting a semi- 
annual review of individual ad- 
vertisers’ campaigns by the news- 
paper advertising management. 
The study will embrace discussions 
and recommendations on _ type, 
layout, engravings, art services, 
etc., and cooperation with all mat 
services and others to eliminate 
over-black, borax ads, exaggerated 
attention-getters, and other de- 
vices which detract from the phys- 
ical appearance of the paper. 


Want Eye-on-Ball Research 


The association’s research proj- 
ect will concern itself with ad- 
vertising research, as distinguished 
from market and marketing re- 
search, where NAEA is already in- 
tensely active, under a committee 
headed by Sam Howard of the 
Minneapolis Star Journal and 
Tribune. NAEA members strongly 
believe in readership studies of 
the kind currently being con- 
ducted, but evince some fears that 
efforts to achieve perfection in 
techniques may result in losing 
sight of the fact that, in the last 
analysis, good advertising is that 
which most successfully accom- 
plishes its objective, rather than 
that which gets the highest rating 
in a readership study. The group’s 
thinking was expressed in this 
manner: 

“Concern is expressed that the 
ever-increasing formularized and 
scientific approach may be de- 
stroying some of the old-time ad- 
vertising effectiveness that re- 
sulted from purely brilliant and 
imaginative advertising. Proper 
research should uncover the fun- 
daméntal reasons why and what 
customers buy. 


Impact Factors Forgotten 


“There is great danger of ad- 
vertisers becoming confused and 
lost in the maze of media research 
being released. The fact that sen- 
sational results are often obtained 
from ads with limited readership 
proves that much is yet to be 
learned about all the factors in- 
volved in the true impact of ad- 
vertising.” 

In line with this thinking, the 
association will do everything in 
its power to develop and encour- 
age new research techniques which 
give promise of measuring the 
factors of impact, and will prob- 
ably give awards to organizations 
making significant contributions 
along this line. 

In helping to standardize news- 
paper procedure NAEA plans to 
review the entire field of adver- 
tising operation, to revise copy 
codes, standards and recommenda- 
tions, and to publish a complete 
“Newspaper Advertising Man- 
agers’ Handbook,” which will con- 
tain the latest and most widely 
accepted practices in all fields. It 
will also shortly release the re- 
port of its market research com- 
mittee, which should go a long 
way to standardize this type of 
research, and in addition will pub- 
lish a historial review of NAEA 
and advertising activities of the 
past 40 years, compiled by Don 
Bridge, advertising manager of 
Gannett Newspapers. 


Will Develop Sales Manuals 


NAEA has also set up a special 
appropriation for the preparation 
of a basic sales manual for retail 
and national advertising salesmen. 
Preparation of this important man- 
ual will be assigned to the Bureau 
of Advertising if this organiza- 
tion is able to undertake the task; 
otherwise, NAEA will assign 


someone else to do it. Likewise, 
the ad managers’ group will urge 
the Bureau of Advertising to ac- 
tivate its proposed sales training 
course as quickly as possible. 

The collection of proven, success- 
ful advertising campaigns and 
policies is a movement to answer 
Prof. Borden’s assertion, in his 
recent book on newspaper adver- 
tising, that “objective evidence” 
of consumer response to news- 
paper advertising is a crying need. 
Aimed primarily at retail accounts, 
the collection will provide retail 
salesmen with at least 10 bona 
fide advertising styles for prac- 


tically any type of account sold |. 


locally. No attempt will be made 
to collect spectacular successes, but 
merely to show the type of ad- 
vertising that has brought success 
to its user over a period of time. 
Instead of success stories, the ma- 
terial will be organized so as to 
isolate plans, policies and tech- 


niques which have achieved out- 
standing results. The Bureau of 
Advertising’s retail division will 
handle this job under a special 
appropriation from NAEA. 


To Report on Linage 


Beyond these four major proj- 
ects, NAEA will continue its in- 
tensive studies of color in news- 
papers, and will, if possible, rec- 
ommend some standard for color 
charges. It will also continue a 
score or more of activities upon 
which it is now engaged, many of 
them in cooperation with other 
segments of the advertising field. 

One unusual project which will 
be brought before the membership 
in June is a plan for getting semi- 
annual statements of paid adver- 
tising linage carried, so as to pro- 
vide more accurate and complete 
information on this subject, par- 
ticularly for smaller newspapers, 
many of which are not measured 


by Media Records. If this project 
develops, members will be asked 
to file linage reports with the as- 
sociation, which will make them 
available to advertisers and agen- 
cies as well as to members, thus 
providing broader newspaper lin- 
age figures than have ever been 
available in the past. 

The organization now has 626 
members, the greatest number in 
its history. 


Start Mat Service 

Adplans, Inc., a new mat serv- 
ice for advertisers, has been 
formed in Portland by Paul J. 
Keller, formerly editorial artist 
for the Oregon Journal, Portland, 
and Walter Siegfried, previously 
on the display staff of the Oregon 
Journal. Operations throughout 
the 11 western states are expected 
to get under way by May 1. 
Owners plan to cover the Mid- 
west in six months. Mats will be 
sold on an exclusive basis. 
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Gets Four New Accounts 


Ross, Gardner & White, Los An- 
geles, has been appointed to handle 
the advertising of Cordelia of Hol- 
lywood, manufacturer of  bras- 
sieres; Lanz of California, retail 
stores throughout California; 
Davidson Meat Company, and 
Walter L. Schott Company. 


Rainier Elects Jordan 


Fred M. Jordan, executive vice- 
president and Pacific Coast general 
manager of Buchanan & Co., has 
been elected to the board of di- 
rectors of the Rainier Brewing 
Company, San Francisco. 


CHICAGO'S FINEST 


Photo Enlarging Service 


Can make prints from your nega- P 
tives that really sparkle. Why ac- 
cept less? The cost is no greater. 


S. J. SILVERSTEIN 
180 W. Washington St. DEA. 7787 


TOURISTS 
bring dollars 


to the 


NASHVILLE 


area 


WH ne i 
See 


Serving tourists has long been an important business in this area. .. . Attracted 


by famous buildings, scenic countryside, resorts and Tennessee Valley power de- 
velopments—tourists brought over 25 million dollars to the Nashville area each 


i year before the war—and employed thousands. . . . Tourist dollars are new dol- 


lars added to the industrial and business prosperity of the more than one mil- 


lion people living in the Nashville area. . . . A rich sales territory for your quality 
product . . . covered at reasonable listener cost by WSIX. 
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WSIX gives you all three! 
Market, Coverage, Economy 


AMERICAN and MUTUAL 


5,000 WATTS 
980 K. C. 


National Representative: 
THE KATZ AGENCY, INC. 
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DICK AND HIS ALUMINUM SLING SHOT 


Not every Goliath is a Philistine, nor every lightweight chal- 
lenger a David. Save for David, or a Bob Fitzsimmons, a good 
big man will beat a good little man every time. 

But size means nothing to R. S. Reynolds, whose contest 
with the Aluminum Company of America is reported blow- 
by-blow in the May issue of FORTUNE.* R. S. Reynolds didn’t 
fell the giant, but in 1945, he made more aluminum than Alcoa 
did in 1940, when Alcoa made it all. Now both are in the 
Goliath class—competing ingot for ingot. 

Dick Reynolds is a Man of Adventure—the kind that U.S. 
industry thrives on—the kind of man who knows the price of 
free enterprise and is willing to pay it—the kind of man to 


* See “Aluminum Reborn,” p. 103, FORTUNE, May, 1 946 


whom nothing is more stimulating than competition. 

Today, other Men of Adventure—not content with lip- 
service—are also living free enterprise. The war upheaval in 
the nation’s economy made openings for many an entering 
wedge. There are shiny new factories at mark-down prices, a 
treasure of improved tools and techniques and materials, and 
a world market too big for even the biggest monopoly. 

Strongly drawn to the creation America makes possible, 
FORTUNE is the Special Reporter of these industrial adven- 
tures. In FORTUNE’s pages the Davids and the Goliaths are 
both the readers and the read-about. To those who join this 
new American Adventure, FORTUNE gives the best editorial 
and advertising environment in U. S. publishing. 


Fortune 
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PRINCIPALS POSE—Heads of the new New York agency named Ridgway, 

Ferry & Yocum posed together for this picture, but not in order. At the left 

is Robert W. Ferry, vice-president; center, Thayer Ridgway, president, and 
right, Trell Yocum, chairman. (Story on Page |.) 


NAEA OFFICERS—These four leaders in the Newspaper Advertising Executives 

Association were in Asheville, N. C., for a recent meeting of the group. They 

are, left to right: Robert C. Pace, ad manager of the Commercial News, Dan- 

ville, Ill., secretary-treasurer; Donald M. Bernard, ad director, Washington Post, 

vice-president; Sam G. Howard, ad director, Minneapolis Star-Journal and 

Tribune, vice-president, and Robert K. Drew, ad director, Milwaukee Journal, 
NAEA president. (Story on Page |.) 


CONGRATULATIONS — Anita Colby, 
former Conover model and movie 
actress, receives congrats from Louis 
Naidech, ad manager of Irresistible, 
Inc., and Oscar Alexander, executive 
vice-president of House of Westmore, 
on her recent appointment as beauty 
editor of Photoplay Magazine. 


RACE BROADCAST—Herman Teetor, ad manager, Perfect Circle Co., Hagers- 

town, Ind., signs to sponsor the Decoration Day broadcasts of 30th Indianapolis 

500-mile auto race on Mutual's net. Watching are, left, DeWitt Mower, MBS 

midwest sales manager, and Wilbur Shaw, general manager, Indianapolis 
Speedway Corp. 


AD PLANNERS—Officials of B-1 Beverage Co., St. Louis, going over advertis- 
ing and merchandise plans with their agency men are, seated, Ang Eline Gribler, 
assistant ad manager, and Earle A. Meyer, president. Standing are Merle S. 
Fuller, left, vice-president, Simmonds & Simmonds, St. Louis, and Phil Tobias, 

president of Simmonds & Simmonds, Chicaqo. ee # 


thanks to the AAW Airtight Snap-on Cap 
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_.  Sywraghas vLTRA-VAC JAR 
TIGHT COLLAR—Owens-IIlinois Glass 


Co.'s forthcoming campaign in Chi- PSYCHE REBORN—Having been dressed 1893-style these 53 years, Psyche, 

cago newspapers introduces a new trademark of the White Rock Corp., has been modernized with a 1946 coiffure, 

Duraglas coffee jar having a high-vac- rounder wings, and a briefer chiffon shift. The original painting was by Paul 

uum lid that permits tight resealing Thumann; the new version by Charles Kinghan, will be used in all of White 
after its use. (Story on Page 44.) Rock's future ads. Kenyon & Eckhardt is the agency. 


IN COAST SHOWING—This 24-sheet poster for Laura Scudder's peanut 

butter is being shown in key towns of California. Davis & Beaven, Los Angeles, 

the agency in charge of the account, is also’ placing newspaper ads and spot 
radio announcements for the product. 


READY FOR DEDICATION—The "world's largest’ television station, located in EXECS PLAN RADIO SHOW'S PROMOTION—Executives of Gardner Advertising Co., St. Louis, Ralston Purina Co. and 

Wanamaker's store at 9th and Broadway, New York, and operated by the Allen the lowa Tall Corn Network posed together at a meeting held recently to plan promotion of the Tom Mix program. Seated, 

B. DuMont Television Studios, as it looked being readied for dedication today. left to right, are Ken Gordon, KDTH; Charles E. Clagett, Gardner vice-president; J. V. Getlin, ad manager of Ralston, and 

DuMont plans a five-city network, pending FCC applications, making the coun- George Higgins, KSO. Standing: F. W. Moyer, assistant to George Webber, manager of the net; J. J. Conroy, KBIZ; 
try's first permanent commercial television hook-up. (Story on Page 8.) J. E. Donahue, Ralston: Ed. Breen, president, KVFD; H. R. Hurd, KFJB; Don Pickard, Ralston, and Mr. Webber. 
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SENTIMENT 


STIMULATES 
SALES! 


=_— is the sweet, simple expression of the tender emotions 
of people the world over. For Americans it is that fondness which makes each day a 
special occasion for someone. Birthdays, anniversaries, Mother’s Day, Father's Day all 
call for celebration ... every book and play with warm, human sentiment has a head 
start to success. Top honors for heart appeal go to “Annie Rooney,” the little star of 
Puck-The Comic Weekly, whose sentiment captivates millions every week. 


“Annie Rooney,” with her trials and triumphs... her tears and laughter . . . is 
a poor little downtrodden heroine who has 20,000,000 fans across the country rooting 
for her. No matter how great her adversity, she has a warm spot in the hearts of the 
men, women and children in the 6.500.000 homes across the country where she visits 
every week. A welcome like hers can be matched by few stars of the stage, screen 
or radio, 


The Only National Comic Weekly 


“Annie Rooney” provides that change of pace which gives such zest to The 
Comic Weekly, the only national publication of its kind. Distributed through 15 great 
Sunday newspapers, its all-star cast makes it entertainment for the whole family. 
There’s “Flash Gordon” for thrills, “The Lone Ranger” and “Jungle Jim” for adven- 
ture, “Tillie the Toiler” and “Blondie” for romance, “Jiggs and Maggie.” “Donald 
Duck,” “The Little King” for laughs, “Prince Valiant” for drama, “Snuffy Smith” 
for out and out comedy, and many more to give America the laughs, loves, thrills and 
tears it calls for. 


If a manufacturer has a good product to sell, here’s how more sales can be 
made...to “the millions”... in the more than 6,500,000 homes from coast to coast 
where Puck-The Comic Weekly is read. It is the same successful selling formula which 
for more than 15 years has been used by leading companies. When advertisements are 
placed next to the life and color of these famous characters, they get the same kind of 
close, attentive readership. 


The Comic Weekly stars are available to go to work as a sales force tor com- 
panies who associate their advertising with the tremendous entertainment power of 


Puck-The Comic Weekly. 


THE COMIC WEEKLY 


... FOR LAUGHS, LOVES, THRILLS AND TEARS 


959 EIGHTH AVENUE, NEW YORK 19, N. Y. * HEARST BLDG., CHICAGO 6, ILL. 


WHY YOUR ADS DO BETTER 


IN THE COMIC WEEKLY! 


More Readers at Less Cost 


Puck delivers 572 adult readers for 
each dollar invested. Its tremendous 
“youth readership” is plus value. 
These 572 readers compare with 251 
adult’readers delivered for each 
dollar invested in half page or larger 
space by 3 leading national weeklies. 
These figures are based on studies by 
the Dr. Daniel Starch organization. 


“Preferred” Position 

for Every Ad 

The number of ads in each issue is 
limited...only one to a page. Thus 
every ad is spotlighted and gets un- 
divided attention from Puck’s more 


than 6,500,000 families. 
GO% Key Market Coverage 


Puck alone, through its tremendous 
circulation, provides up to 90% 
coverage in 606 cities of more than 
10,000 population. In these cities 
more than 60% of all Key City retail 
business is done. 
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